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Charm Institute, 


Fashion Academy 
Yield to FTC 


WASHINGTON, Dec. 17—The Fed- 
eral Trade Commission announced 
today that it has obtained agree- 
ments which are designed to pre- 
vent misrepresentation of the 
Fashion Academy and Charm In- 
stitute “Gold Medal” awards. 

In both cases the commission 
contended that the public was 
led to believe the awards were 
given on a competitive basis, but 
that this was not true in either 
case. 

Issuance of an order against the 
Fashion Academy award had been 
anticipated for several weeks, but 
the stipulation agreement over the 
Charm Institute award was a new 
development. 


s FTC’s complaint against Fashion 
Academy had been widely publi- 
cized. During hearings last fall, 
the commission produced evidence 
showing that the owners of Fash- 
ion Academy obtained substantial 
contributions from most award 
winners. Hearings were to have re- 
sumed in October, but were post- 
poned indefinitely in the belief 
that a settlement would be reached. 

Today, Hearing Examiner Earl J. 
Kolb announced that Ann Hart- 
man, owner of Fashion Academy, 
has agreed to accept an order that 
the organization is not to imply 
that its award is made on a com- 
petitive basis ‘unless such a con- 
test has actually been conducted 
in which a representative number 
of competing products were af- 
forded an opportunity to compete.” 

While the order does not become 
final until it is accepted by the 
commission, its acceptance is con- 
sidered certain since it has been 
endorsed by FTC staff members 
handling the case. 


= Mr. Kolb also announced that 
he is dismissing the complaint 
which FTC issued against Alexan- 
der H. Cohen & Associates, public 
relations firm cooperating with 
Fashion Academy. He said he is 
convinced that the Cohen organi- 
(Continued on Page 4) 


CHRISTMAS BLIP—Gilfillian Brothers 
Inc., Los Angeles manufacturer of 
ground-controlled-approach radar, 
picked up Santa’s sleigh amid air- 
craft stacked up in its Christmas 
mobile ad in U. S. News & World 
Report. Erwin, Wasey & Co. is the 
agency. 


ANPA Hits FCC 
Stand on ‘Media 
Discrimination’ 


NEw York, Dec. 16—The Ameri- 
can Newspaper Publishers Assn., 
‘intent on getting a court ruling on 
| the Federal Communications Com- 
‘mission’s “policy of discrimination 
against newspapers,” will file an 
amicus curiae brief in the U.S. 
court of appeals, District of Co- 
lumbia, in the case of the Mc- 
Clatchy Broadcasting Co. vs. the 
FCC. 

Cranston Williams, general man- 
ager of the ANPA, said here that 
the FCC is practicing “discrimina- 
tion against newspapers, or anyone 
associated with newspapers, ap- 
plying for a television construction 
permit.” 

“By a distorted construction of 
its authority under existing law,” 
he said in announcing the ANPA 
brief, “the commission has been 
and is now discriminating against 


(Continued on Page 8) 


‘Institutions’ Charges Conover-Masi with 
Name-Pirating Plus ‘Unfair Competition’ 


Cuicaco, Dec. 16—Institutions 
magazine has charged Conover- 
Mast Publications, New York, with 
lifting its title, editorial style and 
advertising market for Institution- 
al Feeding & Housing, new (No- 
vember, 1953) Conover-Mast mag- 
azine. 

Domestic Engineering Co., pub- 
lisher of Institutions, filed a com- 
plaint with U. S. district court 
here, Nov. 5, claiming that it has 
lost $500,000 as a result of the 
“unfair competition” of the “de- 
ceptively similar” new magazine. 

Institutions’ brief asks for an 
injunction restraining the Con- 
over magazine from “engaging in 
unfair competition with the plain- 
tiff and from violating its said 
trademarks.” It also asks the 
court to order an accounting of the 


profits of Institutional Feeding & 
Housing, with a judgment against 
the magazine for triple the dam- 
ages the court decides Institutions 
has incurred as a result of the 
unfair competition. 


@ One of the charges against Con- 
over attacks its method of distrib- 
ution. The brief states that the 
method of distribution used by the 
Conover publication is a violation 
of the Robinson-Patman Anti- 
Discrimination Act. The method 
of distribution, the brief states, 
requires a wholesaler to accept a 
certain number of copies in ex- 
change for a back cover ad from a 
manufacturer or product he selects. 
The magazine is then distributed 
to lists furnished by the whole- 
(Continued on Page 57) 


McCann Acquisition 
of 3 Lehn & Fink 
Products Confirmed 


New York, Dec. 16-—Lehn & 
Fink Products Corp. this week 
confirmed that it is moving Doro- 
thy Gray cosmetics, Lysol and Am-| 
phy! from Lennen & Newell to Mc-| 


Cann-Erickson, as reported in AA 


last week. The transfer is effec-| a 


tive March 1. 


McCann, currently bagging new | i 


accounts by the hatful, thus adds| 
an estimated $1,500,000 in billings, 
and the business is expected to in- 
crease next year with more tele- 
vision purchases. 

Lehn & Fink has just closed a 
deal for “I Love Lucy” reruns. 
Albert Plaut, Dorothy Gray ad 
manager, told AA the reruns will 
start in April, showing on about) 
70 CBS stations. The company also | 
has the Ray Bolger show over 
ABC-TV. 

With the exception of Tussy 
cosmetics at Grey Advertising, 
McCann now has all the Lehn &| 
Fink drug business. It already 
handles Etiquet deodorant and 
Hinds Honey & Almond cream. 
Stanley Newberry will be the 
McCann account supervisor on the 
Lehn & Fink drug products. No 
account executive has been ap- 
pointed yet for Dorothy Gray. 


UNDERWOOD MOVES TO 
BSF&D AFTER MERGER 
New York, Dec. 16—Underwood 


Corp. has appointed Brooke, Smith, 
French & Dorrance as agency for 
Underwood standard and electric) 
typewriters, adding machines, ac | 
counting machines and supplies. 
BSF&D already handles Under- 
wood’s electronic computer divi- 
sion and portable typewriters. 

The new products were previ- 
ously with Marschalk & Pratt. 
Absorption of the Marschalk agen- 
cy by McCann-Erickson (AA, Dec. 
13) presented a conflict for Under- 
wood, since McCann’s National 
Cash Register Co. account sells 
products similar to those of Under- 
wood. 


INSTITUTIONAL—Hilton Hotels 


YULE 
used eight photos, both scenic and 
documentary, in this Christmas- 
time ad in Time. Needham & Groh- 
mann, New York, is the agency. 


TvB Starts Moving 
with Mail Campaign | 
toSign Up Members _ 


NEw York, Dec. 17—The Tele- 
vision Bureau of Advertising will 
kick off its big membership push 
Monday with a mail campaign di- 
rected to every tv station in the 
U. S. 

In a few days telecasters will re- 
ceive a booklet explaining what 
TvB is, why it was founded and 
what it proposes to do. Enclosed 
with the booklet is a letter from 
Clair R. McCollough of the Stein- 
man stations and Richard A. Moore 
of KTTV, Los Angeles, co-chair- 
men of the bureau’s board of di- 
rectors, and a membership blank. 

Their letter refers to headlines 
in ADVERTISING AGE—“Trend To- 
ward TV Retrenchment Seen, in 
Advertisers’ Cutbacks”—and the 
Wall Street Journal—“Will TV’s 
Rise Slow Down”—as indications 


'sumers only, 


of the need for a bureau to pro- 
(Continued on Page 56) 


Last Minute News Flashes 


Western Union Hikes Magazine Budget, Bows in TV 
New York, Dec. 17—Western Union Telegraph Co. will increase its 


magazine advertising substantially in 1955 and will use television for 
the first time, co-sponsoring the “Down You Go” show Wednesdays at 
10 p.m., EST, on the DuMont network. Magazines to be used include 
ADVERTISING AGE, Business Week, Dun’s Review, Fortune, Life, Look, 
Newsweek, Printers’ Ink, The Saturday Evening Post and Time, in 
addition to several service clubs and fraternal publications. Albert 
Frank-Guenther Law is the agency. 


Norge Will Run 220 Pages in ‘Retailing Daily’ 


Cuicaco, Dec. 17—Norge division of Borg-Warner Corp. will run 
about 220 pages in Retailing Daily next year. This is believed to be the 
biggest schedule run by a manufacturer. Basic program is three pages 
a week, with additional pages, spreads and inserts also planned. Adver- 
tising in other media also will be increased. Tatham-Laird is Norge’s 
agency. 


$100,000 Drive Set for White Heather Scotch 


New York, Dec. 17—Quality Importers will spend $100,000 in news- 
papers in 18 markets during January, February and March to main- 
tain sales and prestige developed this year for White Heather Scotch 
whisky. Monroe Greenthal Co. is the agency. 


McCann-Erickson Elects Ratner a V.P. 

New York, Dec. 17—McCann-Erickson has appointed Victor M. Rat- 
ner a v.p. Mr. Ratner, formerly Macy’s ad director, has been with 
the agency for about a year. 


(Additional News Flashes on Page 57) 


FTC Complaint 


|Attacks Philco 


Sales Contracts 


WASHINGTON, Dec. 16—The De- 
partment of Justice charged today 
that contracts which give Philco 


'Corp. wholesalers exclusive terri- 
| tories and prevent Philco retailers 


from selling to unauthorized deal- 
ers violate the anti-trust laws. 
The complaint was directed at 
contracts which were introduced 
by Philco this spring, at a time 
when dealers were pressing for 
protection against “dumping” 


which enables discount houses to 


obtain current models for resale 
far below list prices. 

The government said that Philco 
sells its products to wholesalers 
under contracts whereby the dis- 
tributors agree not to sell or ship 
such products to retail dealers lo- 
cated outside of the specific sales 
territories allotted to them. 

The retail dealers, it was 
charged, are in turn required to 
agree to sell such products to con- 
and not to other 
retail dealers. 


s Another part of the complaint 
said Philco violated the exclusive 
dealer section of the Clayton Act 
by selling its complete line to 
wholesalers on the condition that 
the wholesaler not deal in any 
products competitive with Philco’s. 

Attorney General Herbert 
Brownell took the position that 
manufacturers do not have any 
say about the handling of their 
product once they pass into the 
channels of distribution. 

(He did not mention the control 
over price that the manufacturer 
retains for fair traded items, but 
anti-trust experts said the depart- 
ment recognizes this exception. 
The experts said that there is no 
provision in the law which permits 
manufacturers to control brand- 
name items in any respect other 
than fair-traded price, once they 


(Continued on Page 53) 


‘Digest’ Seeks 
ABC Membership 


Cuicaco, Dec. 16—Reader’s Di- 
gest has applied for membership 
in Audit Bureau of Circulations. 

Although ABC by-laws prohibit 
comment by the bureau or appli- 
cants on membership bids, AA 
learned that the Digest request has 
arrived at ABC headquarters here. 
The application was discussed in- 
formally at last week’s meeting of 
the ABC board of directors. 

ABC probably will not begin 
auditing Digest circulation for the 
six months ending Dec. 31, but 
will study the January-June, 1955 
period. 

Joining the bureau reportedly 
will cost the Digest upwards of 
$500,000. ABC requires that origi- 
nal subscription orders be retained 
for auditing purposes, and setting 
up the required filing system on a 
publication with 10,000,000 circu- 
lation could be a costly operation. 
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Dressmaker and Tractor Builder— 


Both Successful at 


This year has been an especially 
business organizations. Among the 


50-Year Mark 


big one for two typical American 
companies celebrating completion 


in 1954 of 50 years of highly successful operation are the Caterpillar 
Tractor Corp., Peoria, Ill., and David Crystal Inc., New York manu- 


facturer of women’s apparel. 


While they are at opposite poles of the industrial world—one a 
maker of ponderous earth moving equipment, the other a manufactur- 
er of delicately styled garments—each has achieved its longevity and 
prominence in its own field through the consistent use of well-planned 
advertising and promotion. Each has adapted the techniques of mer- 
chandising and marketing to the requirements and potentialities of 


its own sphere of operation. 


On Thanksgiving Day, 1904, at 
Stockton, Cal., Benjamin Holt 
gave the world its first practical 
demonstration of a_ track-type 
tractor. From this modest start, 
Caterpillar has developed into an 
organization of 31,360 employes, 
grossing about $480,000,000 an- 
nually. Advertising has played a 
vital role in this growth. 

’ Caterpillar’s extensive promo- 
tion program makes use of the 
services of two advertising agen- 
cies and a company division of 
some 80 people. The division’s 
chief, Burt Powell, has complete 
responsibility for planning and 


Colman, Prentis 
Loses Accounts 
Via Elevator 


New York, Dec. 15—Lewin, Wil- 
liams & Saylor this week picked 
up two executives and two ac- 
counts from Colman, Prentis & 
Varley, which is 12 floors below 
it at 40 E. 49th St. 

CPV—a British-owned agency— 
loses its biggest account, Bren- 
tano’s, plus Exec. V.P. Carl Fick 
and Art Director Jack Whitsett. 

The second account making the 
move from the eighth floor to the 
20th is We Moderns Inc., New 
York importer of contemporary 
furniture from Scandinavia. Mr. 
Fick and Mr. Whitsett are also 
bringing along their traffic direc- 
tor, Mary Marrinan. 

These moves are the latest in a 
series of exits from CPV—and 
there are said to be more changes 
on the way. 


s A few months ago the agency 
lost its president, Geoffrey H. Rey- 
nolds, to Bozell & Jacobs. Mr. Rey- 
nolds’ accounts—Elizabeth Arden 
Sales Corp. and Frederick Wild- 
man & Sons (Catto Scotch whisky, 
Perrier-Jouet champagne, Latour 
Burgundy wines)—then moved 
out. 

Mr. Fick’s exit leaves the agency 
in charge of R. G. K. Anson, who 
was appointed exec. v.p. after Mr. 
Reynolds left. Mr. Fick and Mr. 
Anson were both serving as exec. 
v.p.s. Mr. Anson, a_ Briton, 
started the year as marketing di- 
rector. He joined the agency two 
and a half years ago after a stint 
in New York with a British gov- 
ernment-financed organization 
seeking to increase export sales 
to America. 

Mr. Anson told AA that he is 
holding the fort until next month, 
when CPV bigwigs come in from 
London to look the situation over. 

The biggest account left at CPV 
is British European Airways. 


= Mr. Fick told AA the agency’s | 
big trouble is that its parent of-| 
fice in London tries to spoon-feed 
the entire operation, with the re- 
sult that everything important has 
to be cleared via transatlantic 
cable. This is the main reason for 
his departure, he said. 


Although it is only a small Op- | 
(Continued on Page 47) 


executing the company’s over-all 
program. His home office staff 
handles the organization’s direct 
mail program and also a part of 
its extensive program of dealer 
cooperative ad campaigns. 

Special campaigns in the agri- 
cultural trade press are handled 
by Thomson Advertising, Peoria, 
while general market development 
advertising and national and ex- 
port trade press campaigns are 
executed and placed through N. 
W. Ayer & Son, Philadelphia. 


s Caterpillar uses a regular series 
of ads in Maclean’s, Newsweek, 
The Saturday Evening Post and 
Time, and in addition an exten- 
sive list of business publications 
in such fields as agriculture, con- 
struction, government, logging, 
shipping, mining, oil, railroad and 
general industry. 

At the conclusion of a recent 
talk in New York (AA, Nov. 22), 
Warner S. Shelly, Ayer president. 
displayed mounted copies of in- 
dividual Caterpillar ads run in 
business publications in the cur- 
rent year. These ads, he said, made 
up a continuous sheet one quarter 
of a mile long. 

“Behind all of our programs in 
general magazines is one basic ob- 
jective,” says W. K. Cox, Cater- 
pillar sales promotion manager, 
“to inform people of work which 

(Continued on Page 58) 


Martinis, Money 
Not Ad Job Lures, 
Collegians Advised 


New York, Dec. 15—Take it 
from a man who knows, there is 
more to the advertising business 
than “Martinis, madness and mon- 
ey.” 

Tom Christensen, advertising 
manager for Philip Morris cigar- 
ets, yesterday told a career clinic 
at the City College Baruch School 
of Business that the “Madison Ave. 
myth” of 90-day wonders and five- 
figure salaries is the exception, not 
the rule. But, he continued, “ad- 
vertising does offer good oppor- 
tunities for advancement to young 
people ...The beginner must be 
prepared for lots of uninteresting 
detail and plain hard work.” 

Dr. Walter A. Gaw, supervisor 
of advertising courses at the 
school, noted that a “good educa- 
tional background and part-time 
work experience place the begin- 
ner in a better competitive posi- 
tion in this highly competitive 
field.” 

The clinic was one of a series 
set up to help lower classmen se- 
lect vocational objectives. 


Olympic Moves Account 

Olympic Radio & Television Inc., 
Long Island City, has moved its 
account from Anderson & Cairns 
to Product Services Inc., New 
York. 


McAllister Names Goold 

McAllister Bros., New. York 
towing and lighterage company, 
has appointed Goold & Tierney, 
New York, to handle its advertis- 
ing. 


Advertising Age, December 20, 1954 


BRAND NAMES—J lie power of advertising and of brand names is re- 
vealed in these two full-page ads from the Dec. 11 New Yorker. No 
copy or headlines were deemed necessary to add to the ads’ impact. 


McGraw-Hill Sells 
Newly Reorganized 


Drug Publications 


NEw YorkK, Dec. 14—McGraw- 
Hill International Corp. has sold 
two of its publications to Johnston 
Export Publishing Co. only 10 days 
after announcing the appointment 
of a new publisher for the pair 
(AA, Dec. 6). 

Pharmacy International and its 
companion Spanish language pub- 
lication, El Farmaceutico, are the 
two magazines involved in the 
transaction. Stuart B. Tinsley, who 
has been managing editor of both 
books, becomes editor, while Dr. 
Linwood F. Tice, technical editor, 
Alfredo Carranza, Spanish langu- 
age editor, and “virtually all other 
members of the staff are also con- 
tinuing with the publications.” 

On Dec. 2, McGraw-Hill an- 
nounced that Russell Anderson, a 
director of the _ International 
Corp.’s_ services division, would 
become publisher as of Jan. 1 of 
five of its books, including the two 
now revealed to have been sold. 


s With this acquisition, the Johns- 
ton organization adds to its activ- 
ities in the export publishing field. 
Current publications include 
American Exporter, American Ex- 
porter Industrial, with editions in 
English and Spanish, and Automo- 
tive World, with editions in Eng- 
lish, Spanish and Portuguese. 
Publication of the newly acquired 
books will continue without inter- 
ruption, the new owner said. 


* 


ws 


PRECIOUS—This color page in the 
Dec, 11 New Yorker kicked off a 
new campaign for the Farmers 
Chinchilla Cooperative, Salt Lake 
City. Budget for the coming year 
has been increased, with ads 
scheduled for Harper’s Bazaar, 
New York Times Magazine, The 
New Yorker, Promenade, Town & 
Country and Vogue. Artist Tod 
Draz is directing the photographic 
treatment. Leber & Katz, New 
‘York, is the agency. 


Ramsdell Named 
Ad Director by 
New York Central 


New York, Dec. 15—New York 
Central Railroad has appointed a 
new director of advertising, Clif- 
ford H. Ramsdell. The position 
had been vacant for more than a 
year. 

Mr. Ramsdell was _ formerly 
secretary-treasurer of the Federa- 
tion for Railroad Progress and edi- 
tor of its monthly magazine. Pre- 
viously he was associated with 
Tide and the New York Journal of 
Commerce. 

New York Central’s recent ap- 
pointment of J. Walter Thompson 
Co. as its agency to succeed Foote, 
Cone & Belding, AA learned this 
week, was decided by the rail- 
road’s new advertising planning 
committee, headed by Thomas J. 
Deegan, v.p.-staff, and Robert R. 
Young’s personal public relations 
man. 


= The committee is understood to 
have screened 12 advertising agen- 
cies over a period of two months. 
FC&B was notified previously but 
was not invited to participate. The 
consensus of the committee was 
that J. Walter Thompson had the 
most to offer the railroad. In ad- 
(Continued on Page 55) 


Third Class Mail 
Profitable for Post 
Office, Magginis Says 


WASHINGTON, Dec. 16—A spokes- 
man for bulk mailers suggested 
today that the Post Office Depart- 
ment probably considers third 
class mail, at existing rates, a de- 
sirable kind of business. 

Harry J. Magginis, executive 
secretary of Associated Third Class 
Mail Users Inc., took this position 
in a letter to the Washington Post 
& Times Herald, challenging an 
editorial which contended that the 
department’s “householder mail” 
service generated a type of busi- 
ness which adds to the postal de- 
ficit. 

“You state that third class oper- 
ates at a deficit,” Mr. Magginis 
| wrote. “Mr. Summerfield would 
hardly have invited more such 
| mail into the postal service via his 
| patron mail order if that were the 
case.” 


= Noting that third class is under 
attack by the press, he said it 
might be well to outline some facts 
regarding this category of mail. 
“Revenues from third class mail 
in fiscal 1953 were $218,000,000 
covering 727,000,000 lbs.,” he said. 

“This is in contrast to the $58,- 
000,000 paid by second class, which 
includes newspapers, for 2,500,- 
000,000 Ibs.” 

He mentioned the fact that bulk 
third class involves no cancelling, 
sorting, tying, picking up, or 
weighing, and it receives deferred 
treatment and is not handled until 
all other categories, including 
newspapers, are out of the way. 

“To understand the economics 
of third class mail, your readers 
need only ponder the reasons why 
telephone and telegraph companies 
charge lower rates during the 
evening hours and movie houses 
lower admissions in the afternoon. 


as “The Post Office Department 
is a vast costly arm of the govern- 
ment designed to handle first class 
mail. The Congress in later years 
legislated the lower third-class 
rates in order to create additional 
revenues by the utilization of ex- 
pensive facilities during slack peri- 
ods. 

“In spite of the perennial charge 
that third class mail is handled at 
a loss, no postmaster general has 
ever recommended its elimination. 

“If it were to be legislated out 


(Continued on Page 54) 


Frying Pan Demonstration Generates 
Sales Heat and New ideas for Sunbeam 


Cuicaco, Dec. 14—Sunbeam Inc.,| | 


king of the traffic appliances in- 
dustry, has increased its majesty 
considerably over the past year 
with a new item which looks—su- 
perficially—as though it’s being 
sold for about three times what it’s 
worth. 

It is Sunbeam’s controlled-heat 
electric frying pan, which is con- 
sidered to be one of the hottest 
items in the whole appliance pic- 
ture even though it hasn’t been on 
the market a full year yet. A num- 
ber of trade sources have been 
saying that the new Frypan will 
have sold to the tune of 1,000,000 
units before its first year is up. 

Sunbeam itself is issuing no fig- 
ures, but does admit that the gad- 
get has built itself from a luxury 


item to a spot near the top of Sun-| 


beam’s sales heap, and that current 
production is “phenomenal.” 


# All this in regard to a pan sell- 
ing for $25, as against perhaps $8 


for its top-of-the-stove competi-| 


tors, suggests an intensive mer- 
chandising drive, which is indeed 
the case. Expenditures so far fér 
introducing the Frypan reportedly 
set a new record for Sunbeam. 
For one thing, the new device 


EXCHANGE PROMOTER—Current ex- 

change advertising program now 

|being pushed by Sunbeam was 

started when food companies asked 

to place product samples around 

this demonstrator in appliance 
outlets. 


has grabbed off the lion’s share of 
a fall-and-winter advertising bud- 
get which is the highest in the 
company’s history, but an equally 
important element in the campaign 
is a rather simple point of sale 
demonstrator which has not only 
(Continued on Page 52) 


a ° rere be 253, Ke et pap rhe poke hes si gy kee ec rae : fits We ae Ry. a Saya, ean. eae wae cae a See A gh Sia AS a aie Mee eH nafet tect Be et ers : Jake 
poten Go ‘ ee eae ise al Te Lee Gn ms deck r ‘ Sat * oe 5) aes a mah & Sta) 2 pears ee ; a Pata vies Se Te Cie callie” bo) ha 2 ars ‘ hee: 2 P Rig hem hs i 2 oo. 
a th eae Gee eats RL LO a yee See ites (3. "st Rs ce fa ae OF ee EMS Pi I ae LE bas, Sg pe are aN en, RNR Va ag RORY el tp ae é =n Gy ear ah Niet Mas ty Le eit ata adh i see ; Re So COSA Tae a 
WP SESS Sy Es Sag ea ate eee ee Sie, o0; he ae, Pua es : yy, WE ERT Or Ric DA as ead LEY weg Mann tr CMS pa es Witt = : ig eae SOR I ag AF, Tick 5 ie oe aR ay eee ‘ Ps bs , Pipe Na: tee ea 
Lege AS Rete nies aes tg eH a set yt ai ok a cae aes AE Tm a Gree et, Nee ee CREE Le RR Cees WDB EES, Oe EN, Se ea st fe gee asa ewe ce naeks eieiey Home Nu pte Ko pe ema Ei ab : 
Pet g Py eg es ei TRE Pe a ohh eae eee eC AD. ei ALE hl ee WE Saab ac Bt il ey rh age Re Ry Pepi Ns ah Paar ge E ites 25 4 eat Re ee 4 ae be teh Se care ° ala Be Be * at f : os an le oe zi ee - pas 
Sis heh yeas P pent shee ye ae ae i si, Mie t= eiten Be 24 pede es, if en caeee Ses eae Bea eaih thes Pc seams ae Ne Ae Pah be ie MY AE a aes inert es Pe cicaette a gh 7 : uont , 
On 7 i et AY Bene i Ah aaa! ON so Ohl, Brat Sa eae Oe ce ia Petar o tls me oc ates bcs aml te ey ia a NS SRE SE a iar) Se Cae co iia Gaga Pee eoaMlae se PCI irs Re aa om N Se ENR SEF Pet KE" 2 a et. 
ea S| oe tee D A $25 a Wy eel ina, Sine tibia F pceee Mecayh oh aoe is a geal Mats thee i, x Shut ae <3 24 ee Perey et Greenies ery aatopie sgths SO RE ays eS, ine pres Get ke Stas ee ieee Cae 
7% 34 5 . i - ? _ a She 
ye ’ ‘ 4 ai 
: ' el on 
: fe 
3 “ees 
ite 
oe 
ee i 
af, 4 * ey oa : wet ‘ 
3 4 7 ° ies hon Bay oe ee (ee eS ee : wee 7 
; ‘ 3 ee AP ee Sa ee f. " 5 ie a al ag aa ee oy 
E } a eae eee : Pee eye et ee eo ae ptee 
| [ =—_ UU a a 
: | ga § oe ape eerie nd ee : i, CEE ee ane ot re kee 
as | 5428 2 ; ie eae a te ¢ NS na te einen fete 
~ eee sh oe + Geese eer eae ' ad +: af RE ee Se ae 5 vee 
aed fee = toa = Bo ee Wie 5? ae 
= | ae ea Te a & Heo: pic i aft rf, na, Me a, ce eS ie Nek se 
; ee Paep a ys! oe) — 
: a : : NE =" 
| i : Ss a a oa Se rane ae is Et ae o Sa rm 
<2 a | E Se ore AE? & 4 ots . Sie ee EN i i 
: | gees ae Dae ates: er ee ES ee ead 
. ve Wa ae eh oust aa ms ee ee Be ee hee 
, . 4) aig Cpe le - 
= = ey oe nae aes ' oT Sc 4g Bee ee ; 
| ee MeRENNESS'  # ee fs ot gel SE ee ee ae 
R Piet : i ee ‘ SM See 
| oe 7 “Se co Boe ae fie... £ “i 2 ine 
: an ¢ : ae Be gh ree 5 i oe = 
¢ Gree fs NEM ea ed Fe aa so 
. i: fe. af pa ee ae ee ie ean {- ae 
3 i gk RE Sree 3 - ang oe me : 
: . memes ergs ees : _ & ath :: = : 
% wee 4 is ‘ ae ‘eaA= ae - 3 ‘: ey & a 
: —— a i 2.545 4 Pee ee ‘ 
: i Th ee .“ << : —s . = on ~ Oe eee - _ vo 
7 | P3 ~ wee “ae P ‘ * iO Snth —_ — 
: | s a kl . "wie iPER- EG Sab BS ae 
| oy wih, we * a Fe nee Pi ‘omnes i Set eo ee 
; — eee ee. be 4 as pereree | Wee, 
Ff : Z ie A ne : — Pee s 
oe a cist ro ~. =o ; 
: eee Baa id + ‘ t£ ~ 7 
EE ye ee cae AE pe — 35 
Z 4 - nimi: dies 3: fa a? 7 ne esa one x 
ST 4 ie Soe eee * ga eid pec eis e 
4 * ey ies a tee pa eid eas ee Oe os ee ee ‘ 
sn EE ag io ae Weare SN Qi Fe 
| , Sa 
| oe 
lead ar 
= Petes 
ae aes 
iy si 
és 4 o 
or ee ae 
ie es 
As - ea 
ie ya 
: Re 
= Ste 
m 5 
| Paiste 
, Po ee 
‘ ee: 
e pee 
a 
a wah 
_ fie 
i aes Bats 
5 
SD i 
i 
gk ois 
2 ae 
| ee, " 
| aS 
F ae 
tt Ste 
j he 
: oo 
See 
; aes 
é , ais 
7! } ue 
, Ge 
: att 
=; ee 
ae 
ee 
Ass 
3 rhe 
; | Po aa 
te | ita 
, | 
ms | rssh 
Bre ee ee 
» ® ~ 
; ty . ae 7 ° 3 : 
. 4 , sae . » deh Spe 
i % > , CONTROLLED HEAT =e 
ee ; ‘ . Tf deme FRYPAN ‘ 
Pe ut ae oie er ee Le f} 
, aE i J Heat 
: <3 we cela « A ( 
See. ss -—-Y Saper 
: ‘  Pebewens jeebnadteas gti 
; P ; S Aontrold Pat ag i 
_* : x i Pa < a ise ee a re ae 
: | : ~/ ‘ 2 a . o et : 
’ | Paes 4 rs aicnes Cee 
i | 7 P bse a ge ~ ; Ley un : 
: | | —— ~ ee ces 
* | dite r 5 @RN8 Dette tiwag pict 
; a Ppa a ee Bae 
ris | | : . Rp ee 
‘ | ies : 
| ee. f ——_ eae Fife 
| t pe Ea ae 
ee. ” ate we 
oe | A Sk, F pa sa ; 
et | oo ee 2 (oe see Po a : 
c | EMPRESS CHInN« tra : 
» * owmeres “ore a? ee or « - bed be i ss = J RT ae ‘s 
ae . 
Sin ' | Soa 
ee Ba : - : : > * % : 6 ae 
sf tne. . f ' < ¢ . y aceon ‘ pide: i & . . oo ae Pas ot ai, sf 4 a ne anne ie : : i i. 3 - Oe ae Pe 
; / aad 25, oe ST eg AS, : uf 
* { r ert c 7. oy ; Fa Eger as 3! mals Z P aes Ss ~ - . 
4 : i bd 8, ft oe SES IS ‘- ‘er. ¥ : gee Re f ta. (Sate Hie ee es ae . ta ree er | , : fr i 
oy late seg = gis is? Ak, ee Mint ak =e ; ae eg SO ee eat eet ee ie ge do, 2 errs: sas ge >a! Me 3 Se oa hp ails ng Be tied roll Wee Sige ae er eye > ae 8 az 
ee ; : ar they cE gle, SY 5 Te ED a Spee ain Ree ae, 33%. rite fea hen en etd ee Be = ty 6G OS Bae ES ed aa Ue er tay eS Riek (gee tig! VED, od 


sesame 


Advertising Age, December 20, 1954 


Economic Pains — 


Due in Late ‘55, | 


Agency Is Told 


New YorK, Dec. 15—Today’s 
bullish business trend will not, 
carry all the way through 1955. In. 
the last half of the year, business is 
likely to move into a period of de- 
cline extending into 1956. 

This prediction was made today 
by Chapin Hoskins, founder and 
chairman of the Institute for 
Trend Research, a non-profit corp- 
oration to increase scientific 
knowledge of economic trends, at 
a special conference sponsored by 
Anderson & Cairns. 

Mr. Hoskins said that even if 
the fall-off in business activity in 
the latter part of °55 is only an 
average cyclical decline, it will 
temporarily carry the Federal Re- 
serve Board index of production 
lower than it has been since 1952, 
which means that many industries 
are likely to have more than the 
average decline. 

Pointing out that prices have re- 
corded declines of about 60% over 
a score of years following every 
major war, beginning with the 
Napoleonic wars, he forecast that, 
barring another major war in the 
immediate future, prices will have 
a generally declining trend for the 
next 15 years or longer. 


s After the expected decline, in 
1956, he said, there is likely to be 
a generous increase in business 
volume, which will mean more 
goods available at lower prices. 
The impending era of declining 
prices, Mr. Hoskins said, will fos- 
ter extensive automation and tech- 
nical development to help solve 
(Continued on Page 54) 


Health Insurers 
Keep on Denying 
Charges by FTC 


WASHINGTON, Dec. i6—Three 
more hospitalization, health and 
accident insurance companies filed 
statements today, asserting that 
ads which have been challenged 
by the Federal Trade Commission 
had been cleared by commission 
staff members. 

Automobile Owners Safety In- 
surance Co., Kansas City, and 
American Life & Accident Insur- 
ance Co.; St. Louis, said their ads 
were in line with trade practice 
rules for the mail order insurance 
business adopted by FTC in 1948. 
They also asserted that policies 
and advertising materials had been 
submitted to the FTC staff. 

American Life & Accident said 
its material had been submitted 
prior to the opening of FTC’s in- 
surance investigation last Decem- 
ber and that it had been informed 
by members of the commission 
staff that the materials were “not 
objectionable nor subject to crit- 
icism.” The company said portions 
of the material previously cleared 
by FTC’s staff had been cited in 
the complaint issued by the com- 
mission last October. 


# Southern National Insurance 
Co., Little Rock, did not refer to 
the mail order trade practice rules, 
but its president, R. M. Saxon, 
asserted he had been informed by 
an FTC investigator that the com- 
pany was in good shape insofar 
as its advertising was concerned 
and that the investigation of the 
FTC was “not directed at compa- 
nies like Southern National.” 
So far, FTC has heard from sev- 


(Continued on Page 6) 
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Members of fhe 
CHICAGO AUTOMOBILE 
TRADE ASSOCIATION: 
stand for these business 
principles... ., 


Bs To promote and maintain honesty sod dependabiticy 
our bewness operatum aad to ay unt 


f D) To employ crush ond accuracy tn our advertiong snd 
[Ge setting of 


~ 
LB 1 vend by any guarantee grven with the sale of motor vee 
cdi 
gr To serve constantly to improve our bucnes methods and ethics 
TSB and to maintain fair competmon to the end 
“Se that the puble will be betrer served 


5 To refrain from the performance 
we 


The old saying “Don't look a gift hone in the 
mouth does not apply when you buy an automo. 
tile Reware of something tor nothing — fanrasnx 
offlers —msteading come ony All sac 

exan 


BEWARE, BUYER—First two in a series of weekly ads of Chicago Auto- 
mobile Trade Assn., these newspaper insertions are intended to 
boost confidence in CATA’s new code of ethics and warn car buyers 


to read the small print in 


non-CATA sales contracts. 


Chicago Auto Dealers Adopt Ethics Code, 
Ad Campaign to Expose Shady Practices 


CuHicaco, Dec. 15—New car 
dealers here have started an ad- 
vertising and public relations pro- 
gram to build up the confidence 
of auto buyers and to beat down 
shady practices of the business. 

The association, composed of 
about 475 Chicago area dealers, 
has proposed a code of ethics for 
adoption by its members. The 
creed is to be publicized through 
newspaper ads which also will 
point out traps prepared for car 
buyers by fringe operators. 

The campaign broke Friday with 
publication of the Chicago Auto- 
mobile Trade Assn.’s_ five-point 
code. Follow-up ads will try to 
warn prospects of dangers to 
watch when shopping for a car— 
misleading ads, tricky finance 
charges, contract gimmicks and 
other sharp practices. 


= CATA thus hopes to apply the 
heat—with the assistance of the 
Chicago Better Business Bureau— 
to dealers who run bait ads and 
fraudulent tv copy and to dis- 
courage its own members from 
following suit. 

The ad series features art with a 
light touch and emphasizes that 
the CATA emblem is protection 
against the gimmicks publicized in 
the ads. Quarter-pages will appear 
weekly in Chicago’s four daily 
newspapers. Ladd, Southward, 


BofA Boosts Ottinger 


to Assistant Director 


New York, Dec. 14—John C. 
Ottinger Jr., general sales mana- 
ger of the Bureau of Advertising, 
American Newspaper Publishers 
Assn., last week was promoted to 
assistant director of the bureau. 
He succeeds William A. Greene, 
recently named national chairman 
of the American Heritage Founda- 
tion’s Crusade for Freedom. 

Mr. Ottinger joined the BofA in 
1942, serving as 
assistant promo- 
tion manager, di- 
rector of promo- 
tion and director 
of sales develop- 
ment. He was 
named general 
sales manager in 
1952. Previously 
he worked on the 
Memphis Com- 
mercial Appeal, 
Knoxville Jour- 
nal and Memphis Press-Scimitar. 

Robert L. Moore, who has been 
eastern sales manager of the BofA, 
was named to succeed Mr. Ottinger 
as general sales manager. Moving 
up from account group head to 
replace Mr. Moore as eastern sales 
manager is Robert McLauchlen. 


John Ottinger 


Gordon & Donald is the agency. 

These are the aims of the new 
code: 

“1. To promote and maintain 
honesty and dependability in our 
business operations and to avoid 
deception and fraud. 

“2. To employ truth and accur- 
acy in our advertising and selling 
of automotive products. 
| “3. To stand by any guarantee 
\given with the sale of motor ve- 
hicles. 

“4. To strive constantly to im- 
|/prove our business methods and 
ethics and to maintain fair com- 
petition to the end that the public 
will be better served. 

“5. To refrain from the perform- 
ance of any act which would be 
injurious or detrimental to the 
automobile retailing industry or 
contrary to the public interest.” 


s What it boils down to is that 
CATA is against phony advertis- 
ing to bring prospects. within 
range of showroom sharks; against 
tricky sales deals in which cus- 
tomers find out too late that the 
contract adds up to more than they 
understood a car would cost; 
against cut-throat competition that 
erases profit. And it is for prac- 
tices that upgrade public opinion 
of auto dealers. 

CATA has been working on the 
code more than a year, said Earl 
Zweifel, suburban Evanston Ford 
dealer and CATA president. He in- 
dicated that the problem involves 
keeping CATA members in line 
as much as in putting pressure, 
through publicity, on shady opera- 
tions of non-members. 

Competition has been a big 
problem to CATA, as well as to 
programs proposed by other trade 
associations. The Chicago group, 
for example, has conducted a long 
fight against Sunday sales. Sev- 
eral times the Sunday closing 
nearly came to pass, but faded 
when a few dealers remained open 
and others then decided to keep 
competitive hours. 


Johnson Moves to Boston 

William W. Johnson, formerly 
chief of the Time-Life news bu- 
reau in Dallas, has been named 
head of the Boston office. He suc- 
ceeds Francis E. Wylie, who re- 
signed to become director of public 
relations at Massachusetts Institute 
of Technology. Mr. Johnson has 
been succeeded in Dallas by Frank 
W. McCullock, formerly a corres- 
pondent with the Los Angeles 
office. 


‘Beacon’ Adds ‘Weekly’ 

The Wichita Beacon has added 
The American Weekly to its Sun- 
day issue. The Weekly’s circula- 


tion now is 9,932,833. 


a | 
| 


Sales Acceleration of 1955 Cars 
Leaves Detroit Auto Men Breathless 


| 
| 


Buying Rush Indicates 
Prospects Were Waiting 


_ for That All-New Look 


Detroir, Dec. 15—Momentum 
from booming demand for new 
cars May well carry sales of cur- 
rent models to 5,800,000 units in 
1955. 

Even the most optimistic among 
the automobile officials were not 
prepared for the surge of buyers 


Court Orders RCA 
to Answer Questions 


on Patents in Suit 


CHICAGO, Dec. 15—Judge Michael 
L. Igoe in federal district court 
here yesterday overruled the at- 
tempt by Radio Corp. of America 
officials to avoid answering cer- 
tain questions asked by Zenith 
Radio Corp.’s attorneys in its tre- 
ble damage suit against RCA. 
David R. Sarnoff, chairman of the 
RCA board, had refused to answer 
any questions relating to patent 
and license matters in years prior 
to 1941. 


® The refusal of Mr. Sarnoff and 
other officials to answer these 
questions occurred during the tak- 
ing of pre-triai depositions in New 
York last week. Judge Igoe had 
previously authorized the taking 
of such depositions in preparation 
for an early trial of the $16,000,000 
treble damage anti-trust suit by 
Zenith and Rauland Corp. against 
RCA and others. RCA’s earlier re- 
quests to the court of appeals in 
Chicago and to the Supreme Court 
to stay the taking of these deposi- 
tions had been refused by both 
courts. 

In the Chicago federal court 
action yesterday, Judge Igoe 
specifically ordered Mr. Sarnoff 
“to answer any and all questions 
heretofore propounded to him by 
Zenith and Rauland counsel.” The 
order aiso extended to all other 
RCA witnesses. 


that have appeared on the scene 


,to gobble up the new cars as fast 
as they are turned out. 

William J. Cronin, managing di- 
‘rector of the Automobile Manu- 
facturers Assn., sees this as a sign 
of a strong market during 1955. 
| ® This solid confidence, backed by 
'a two-month surge in production 
_and sales, will send the industry 
‘into the new year with sufficient 
‘momentum to carry it to one of its 
best years, Mr. Cronin predicted. 

Predictions of 1955 sales range 
‘from 5,100,000 to 5,800,000 pas- 
senger cars, with General Motors 
|'President Harlow H. Curtice 
'speaking up for the highest figure 

(AA, Dec. 6). Mr. Cronin estimates 
‘that ’54 sales will total 5,520,000, 
to give the industry its third best 
|year. Last year’s output was 6,- 
100,000. 

It now seems fairly certain that 
considerable of the sales drag ear- 
lier in 1954 was a determination by 
the public to await the introduc- 
tion of the new models; it was no 
secret that the 1955 models would 
bring a new lower, sleek look in 
all makes. 

Stimulated by what Mr. Cronin 
terms “the most sweeping model 
changes in years,” factory sales 
are soaring. Every producer is 
sharing in the enthusiasm of the 
public. 


# At the same time, Joseph A. 
Anderson, general manager of 
General Motors’ AC Spark Plug 
division, predicts that the auto- 
mobile parts industry will enjoy 
a 10-14% increase in business in 
1955. 

He points out that all of the 50,- 
000,000 cars on the road will need 
servicing of parts, and with sales 
of new cars expected to reach 
somewhere between 5,300,000 and 
5,800,000, this adds up to a con- 
siderable increase in the parts 
field. 

The automotive parts industry 
does an annual business of more 
than $2 billion. 


s An indication of the hectic pro- 
(Continued on Page 46) 


Drive to Combat Red 


Cuicaco, Dec. 15—Chicago In- 
dustrial Advertisers Assn. has 
started a campaign to contribute 
to world peace through exchange 
of ideas between the U. S. and 
foreign countries. 

The association has proposed a 
10-point program evolved in con- 
sultation with the U. S. Informa- 
tion Agency. Members 
receive a series of bulletins outlin- 
ing the plan and explaining how 
to carry out each of the points. 

The proposed program is as 


E. R. FALTZ has left his post of assist- 

ant advertising and sales promo- 

tion manager of Carstairs Division 

of Calvert Distillers Corp. to be- 

come director of advertising of 
Julius Kayser & Co. 


hbk 


will | 


Industrial Admen Propose Information 


Influence Abroad 


follows: 

1. Letters from America. Indus- 
trial ad managers, agencies and 
publishers are urged to encourage 
persons with friends or relatives 
to write letters overseas frequent- 
ly to “tell them the truth about 
America to offset the lies that 
are being spread abroad by Com- 
munist propaganda agencies.” 

2. Magazines for overseas. Em- 
ployes and subscribers are urged 
to send technical and general mag- 
azines to contacts abroad. USIA 
will help furnish addresses if de- 
sired. 

3. Publishers’ cooperation. Pub- 
lishers are requested to send cop- 
rp of their magazines overseas 


and also publish house ads urging 
| subscribers to send their old cop- 
ies. 
| 4. Technical books. Collection 
|of technical books by companies 


_|and employes for overseas use is 


/ advocated. 

| 5. Company information ex- 
|change. Ad managers and house 
organ editors are asked to ex- 
change information and _ photo- 
graphs with overseas customers 
|or competitors. Exchange of em- 
ployes is suggested. 


|@ 6. Overseas advertising. Ad 
/managers of manufacturers and 
'publishers with foreign advertis- 
ing programs are asked to use oc- 
(Continued on Page 54) 
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participated in any judging nor in 
the company’s activities.” 
| 


Charm Institute, 
s Fashion Academy Institute claimed a single com- 


| @ The commission said Charm 


pany in a given field was honored 
after a marketing committee and 
testing bureau investigated com- 
peting products and made selec- 


Yield to FTC 


és (Continued from Page 1) \sign, styling, fashion originality 
zation severed its relationships and color. 
with Fashion Academy prior to| “In fact, however,” FTC said, 
the issuance of the complaint. “no competition had been held and 
Both Fashion Academy and no tests had been made. The result 
Charm Institute have had diffi- of this activity was to promote 
culties with the Better Business business for Max Rogel’s public 
Bureau. In July, 1951, after Charm relations firm. After making 
Institute was formed, National awards, the firm solicited and was 
Better Business Bureau charged able to secure contracts from some 
it was set up to give Max Rogel of the recipients to handle their 
& Associates, Newark public re- publicity.” 
lations firm, entry to quarters, Rogel agreed to stop represent- 


ares ee > 
ee oe ag ah, PM Hoes 9 


be found. | superiority adjudged by impartial 

FTC’s stipulation today covered and qualified appraisers, when 

the Rogel public relations firm) such is not the basis of award; or 

and Charm Institute jointly. The | representing that well-known per- 
commission called the award sonalities participate in the selec- 
F “spurious” and said famous peo- 'tion or are associated with the or- 
ple listed as directors “neither | ganization unless such is the fact. 


% tions on the basis of quality, de- 


where potential business was to ing that awards were based on) 


SRDS Appoini McKay, Klatt 

_ Standard Ra & Data Service, 
Evanston, Ill.,; blisher of market 
and media inf ‘mation, has ap- 
pointed Rober: C. McKay man- 
ager of the sul :ription sales and 


service depart: 2nt and John F. 


Klatt rate ser, e media relations! Anti-trust action against Philco 


| director. Mr. M Kay formerly was 
circulation ma: iger of Hospitals, 


and Mr. Kla previously was 
media mana;er of McCann- 
Erickson. 


‘Compact’ Inc: eases Rates 

Compact, pul ished by Parents’ 
Institute, New © ork, publisher of 
Parents’ Maga: :e, will boost its 
circulation gua: .ntee from 200,000 
to 275,000, effec':ve with the May, 
1955, issue, anc will increase its 
rate for a b&w page, one time, 
from $395 to $600. The publica- 
tion is describe’ as a young peo- 
ple’s digest. 


Essey Joins Grey 

Richard Essey, formerly with 
Lever Bros., has been appointed 
manager of offic: services at Grey | 
Advertising, New York. 


1,310,0 


% 
ea 


a 


read... [HE 


Represented by: 


Scolaro, Meeker & Scott——New York, Chicago, Detroit, Philadel; ‘q 


IOWA PEOPLE 


DES MOINES SUNDAY 


(more than 500,000 copies) 


Your Best-Market People, Tco! 


82% of all lowa’s upper and upper mic dle 
income people—68.4% of all lowa peole! 


. .. as reported by the Advertising Research Foundation in its first ste’ -wide 
audience study of 14 Sunday newspapers circulating in Iowa. 


THE DES MOINES SUNDAY REGISTER, 


..-.an “A” Schedule Newspaper in an ‘‘A-1"' Ma et 
GARDNER COWLES, President 


00 


Doyle & Hawley—tos Angeles and San Francisco 


Electric frying pans are fast be- 


The money, Martinis and mad- 


Booming new car sales have De- 


‘ Chicago industrial admen propose 


Degrees for admen are not news 


Advertising Age, December 20, 1954 


Television Advertising Bureau! 


SMOCUINTION 2... 6 66s ccss Page 22 


swings into action with a mem- If 1954 has been a whirl, consider 


bership drive to television sta-| 
SE db wereeenGes aaauscad Page 1 


was started by FTC this week. 
FTC says Philco’s exclusive ter- 
ritories contracts with whole- 
salers and retailers violate the 
SO . cca Gatdaseiansdwien Page 1 


coming a big sales item as Sun- 
beam pushes the product with 
much advertising and tie-ins 
with food producers during fall 
We WEY 48 6a Seucxans Page 2 


ness myth of Madison Ave. is 
nonsense, adman tells ad stu- 
a ae een air arer Page 2 


troit automobile men gasping as 
consumers go for that “new 
ME dl cade ub eeeen tea Page 3 


to fight Communism through an 
information exchange with free 
rr a Page 3 


in Britain. Recent proposal for 
an adman’s university generates 


James Woolf 


the fact that this is the 75th 
birthday ef the revolving 
8 Page 26 


Southern Southern California is 


important by itself, San Diego 
radio stations indicate, as they 
break off from “Los Angeles 
domination” to form own trade 
ee rr” Page 32 
reproduces some 
more ads which agencies have 
submitted as examples of their 
Ce a Page 33 


It’s official! Gladys the Beautiful 


Receptionist wins a_ stunning 
victory over detractors in Ap- 
VERTISING AGE’s recent poll: 538 
readers said aye over 193 
WOE s 05.45 5.004a eee Page 38 


A $2,000,000 advertising fund is 


planned to promote lamb and 
wool by the National Wool 
Growers ASSR. ....55.% Page 45 


DuMont network is not for sale, 


Allen B. DuMont wearily tells 
AA, pointing out rumor has 
been around for at least five 
years without ever materializ- 


REGULAR FEATURES 


Advertising Market Place ....58 
Coming Conventions ..........28 
Creative Man’s Corner ....... 34 
Department Store Sales ...... 50 
ES ee ee ee ree 12 
Employe Relations .......... 35 
Getting Personal ............ 16 


Information for Advertisers . .43 
Looking at Radio & Television 34 
Looking at Retail Ads ........ 36 


| rer reer eer eres Page 53 
Merchandising Ideas ......... 50 
CORPUIRNOED 65 cc kcscssscecas 50, 51 
On the Merchandising Front . .35 
Photographic Review ........ 40 
Production Tips ............. 35 
Roush Preeme ......cceccscas 12 
Salesense in Advertising ..... 33 
This Week in Washington ... .20 
Voice of the Advertiser ...... 48 
What They’re Saying ........ 12 


"This is the size we sell in the 


mee 
SVALTAVAY AN AWAVA' 
possazanes 


ASR 
a 


Growing Greensboro Market!" 


THIRSTY CUSTOMERS turn soft drinks into hard-to-beat 


sales figures in the 


Growing Greensboro Market, where the 


ABC market gain in food sales (’53 over '52) was 48% of 
North Carolina’s food gain for the same period. And it’s like 
that all along the line: this industrious market, containing 


1/6 of North Carolina’s 


opulation, accounts for 1/5 of the 


state’s $3 billion retail sales. Whether you pack super cola or 
super-anything, you get super coverage with the GREENS- 
BORO NEWS and RECORD’s 100,000-plus daily circulation, 
the one big proven medium in this top Carolina market... 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


*Sales Management Figures 


® GREENSBORO, NORTH CAROLINA 


— ——- 


@Represented Nationally by Jann & Kelley, Inc. 
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LESARE Netter eteates 


NOVEMBER DAIL 


“great . average ‘circulation of the 
- Chicago Daily News for November, 1954, 
was 599,930, 17,103 higher than for 
November, 1953, and the hi ighest 


| ‘Saturday. average for any month is os 


-mewspaper’s history, => 


\ aeeeanee Ss history. : 


...and still growing! 
CHICAGO DAI LY NEWS 


the aniy Growing | Newspaper in Chicago in this postwar ¢ era 


_ © CHICAGO Saw nXr 8 = el _ | DETROIT @SAN FRANCISCO) -—t™~ * LOS ANGELES 
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‘Health Insurers 
Keep on Denying 
Charges by FTC 


(Continued from Page 3) 


en of the 17 companies hit in the 
wave of complaints issued in the 
first stage of the commission’s 
broad assault on alleged false ad- 
vertising for hospitalization, health 
and accident insurance. One of the 
four companies which replied last 
month, Travelers Health Assn., 
Omaha, also took the position that 
its ads had been cleared with FTC 
staff members (AA, Nov. 22). 
The companies involved in the 


This week we extend to you 


our best wishes for a... 
co} 


Christmas 


and a 
Happy, Prosperous F 
New Year 


yall Moloney, Regan & Schmitt 


ad Representing Newspapers Only 


mous in denying that FTC has jur- 
isdiction over their advertising. 


that FTC’s charges are based on 
statements lifted out of context. 
Automobile Owners and Amer- 


In Business Gains Sales Management Magazine 


OKLAHOMA CITY 18 AMONG © OKLAHOMA CITY 15 A 
NATION'S TOP 10 CITIES / en "PREFERRED SALES CITY’ 


7 straight months 8 straight months 


For the seventh consecutive month (through November), Oklahoma ]} Since last April . . . cight months in a row . . . Oklahoma City has 
City has been in Forbes magazine's list of ‘Ten Best Cities.” During } been listed by Sales Management as a “Preferred Sales City.’’ The 
this period, Oklahoma City was the on/y city listed in the “Top Ten’’ | November forecast gave Oklahoma City a City-National index of 
every one of the seven months. 108.4, 1954 vs. 1953. 


In Department Store Sales oe ‘ee In Residential Construction 
- OKLAHOMA CITY OKLAHOMA CITY 1S 
SHOWS BIGGEST INCREASE | li __AE* 95% AHEAD OF 1953 

in the nation FOG Ainm*) / 


7 - stash al 


== 


f for the first 9 months this year 


Ss ee ae we oe 


For the first nine months of 1954, department store sales in Oklahoma ]| Construction in Oklahoma is booming. Residential building in Okla- 
City show a gain of 5% over the same period last year—the biggest | homa City alone is running 95% ahead of last year for the first nine 
gain enjoyed by any of the 68 major cities listed in the 12 Federal | months to meet the needs of this city that has grown 75,000 since 
Reserve bank districts. 1950. 


Oklahoma is OK | >r sales effort . . . OK for extra sales promotion. 
Extra sales promo:.on pays off best in the mediums that cover Okla- 
homa best—the O- 'shoman and Times. On Sunday, for instance, you 
can reach 92% ©: all homes in Oklahoma City’s metropolitan area 
of more than a th :< of a million persons . . . plus three out of four 
homes in the 100 © !e zone. 


_THE DAILY OKLAHOMAN 


af 


A) 


Owned and Op: ied by The Oklahoma Publishing Company 
The ©. mer-Stockman * WKY * WKY-TV 
f-- esented by The Katz Agency 


Advertising Age, December 20, 1954 


cases have been virtually unani- | 


Most companies are also saying J, 


| ican both said today that they are 
| fully regulated by the laws of the 
'state of Missouri. While they ad- 
/mit they issue policies to persons 
‘outside of Missouri, they insist 
|they are not subject to the juris- 
| diction of other states or of FTC. 
| Southern said it is licensed and 
regulated by the insurance com- 
missions of four states. It said the 
‘insurance commissioner of Arkan- 
sas has informed it that no policy- 
‘holder has ever lodged a complaint 
'eoncerning its advertising and 
| that it has not heard of complaints 
‘in any of the three other states. 
| FTC staff members are unwill- 
‘ing to cominent on the claim that 
few were cleared in advance. They 
' take the position this is a question 
|of fact which will have to be 
‘cleared up when the cases are 
| tried. 


| 
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Nielsen May Add 
Local Commercials 


Monitoring Service 


CHICAGO, Dec. 14—Some time in 
the next months radio and tv ad- 
vertisers may be offered a second 
service measuring commercials in 
local markets. 

Two weeks ago, C. E. Hooper 
Inc. announced plans for such a 
station-by-station survey in four 
major U. S. markets (AA, Dec. 6, 
Dec. 13). 
| This week, A. C. Nielsen Co. 
‘made an initial move toward a 
|similar service when it took an 
‘option to purchase Broadcast Ad- 
vertisers Reports Inc., Darby, Pa., 
radio-tv commercial monitoring 
service. It was pointed out that 
Nielsen may take two or three 
months to make up its mind on 
whether to add BAR to its present 
host of services. 


# For the past two years, BAR has 
been supplying stations with reg- 
ular reports of spot and local radio 
and television advertising sched- 
ules in such markets as New York, 
Chicago, Philadelphia and Wash- 
ington, ‘using magnetic tape re- 
corders for gathering the informa- 
tion. 

Nielsen officials observed that 
information on length and type of 
commercials would be a “logical 
‘'supplement’’ to the newly 
launched Nielsen local ratings 
service—by allowing subscribers 
to figure comparative commercial 
costs. 

An additional argument for ad- 
ding the service, according to E. 
P. H. James, Nielsen v.p., is as a 
tool for measuring “regional mar- 
keting pressures” for the com- 
pany’s Food & Drug Index. 

“For several years we have been 
trying to give advertisers infor- 
mation on special advertising 
pressures to help explain local- 
market sales fluctuations,” Mr. 
James told AA. 


Winter Forms Agency 

| Sy Winter, formerly with Harold 
'Koch Co., has formed Winter Ad- 
vertising Co. at 109 W. 42nd St., 
‘New York. 


‘Willard Smelting Appoints 

Willard Smeiting Co. has named 
Boettiger & Summers to handle 
its advertising. Both organizations 
are in Charlotte, N. C. 


... reaches 


5500 


POLICE 
CHIEFS| 


= who BUY cloth- 
= OUing, arms and equip- } 
“= ment for 250,000 policemen. 
“{~. Uniforms, weapons, commy- 
nications, conveyances, j 
parking meters, traffic sys- 
tems: SELL ‘em by TELLING | 
‘em...in ideally selective | 
LAW and ORDER. 
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AWaAICS. secon 1 


Saturday Review announced its awards for 
the “best advertisements in the public 
interest.” The five top campaigns had 
appeared in one—and in only one—mag- 
azine: The Saturday Evening Post. Year 
after year it is chosen as the first place for 
advertising designed to influence public 


Opinion because it Is first in influence 


with readers and with POST ae 
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— —— 


leaders in community Fs 
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FIGURES WORTH LOOKING AT! 


Good healthy figures always command a second look. 
That’s why it will pay you to look again at South Bend, 
Indiana. This Indiana market is second only to Indianapolis 
—right down the line——second in population, buying power, 
and five sales classifications. It is also one of America’s best 
test markets. And it is saturated by only one newspaper, 
The South Bend Tribune. Write for your free copy of mar- 
ket data book, “Test Town, U.S. A.” 


The South Bend, Ind. Market: 


Soul, send 
Cine Ee 


STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


Advertising Age, December 20, 1954 


Appoints Five to Statf 

Needham, Louis & Brorby, Chi- 
cago, has named four new v.p.s. 
They are Joseph J. Keene, James 
'L. Isham, John S. Nagel and F. 
Winslow Stetson Jr. Mr. Keene, Mr. 
Isham and Mr. Nagel are members 
of the agency’s account executive 
staff. Mr. Stetson, also appointed 
an account executive, formerly was 
‘a v.p. and account supervisor of 
| Bryan Houston Inc., New York. 

The agency also has appointed 
| Phyllis Ann Sharer, formerly with 
'Wherry, Baker & Tilden, and Na- 
omi Bundsgaard, previously with 
‘the Fair Store, to its copy depart- 
‘ment; Gordon Hoff, formerly an 
art director at Young & Rubicam, 
an art director, and David B. Win- 
ton, recently released from the 
‘Army, to the traffic department. 
Albert W. Thayer Jr., previously 
with J. M. Mathes Inc., New York, 
,;has joined the agency’s expanded 
New York office as production 
| manager. 


NATION AL 
Highway Advertising 


gives you 40% 
readership 


On an average, 40% of all motorists who pass NATIONAL Highway Advertising signs read and 
remember the sales message. This high readership score is based on extensive surveys taken by 
National Quality Interviewers, Princeton, N.J. Enjoy the sales benefits of thousands of readers daily 
for your brand name advertising by using NATIONAL maintained Highway Advertising with 
SCOTCHLITE® brand reflective sheeting. Write NATIONAL Advertising Company today for details. 
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Advertising Company 


WAUKESHA, WISCONSIN 
A Subsidiary of Minnesota Mining and Manufacturing Company 


. 
COCOOCOSCOSEHECCECECOROCOCCORES . 
. 


Copyright 1954, National Advertising Company 


NATION AL _ 
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NATIONAL HIGHWAY ADVERTISING DELIVERS YOUR MESSAGE TO THE “9ST PEOPLE AT THE LOWEST COST 


Needham, Louis Names 4 V. P.s; 


ANPA Hits FCC 
Stand on ‘Media 
Discrimination’ 


(Continued from Page 1) 
persons associated with newspa- 
pers solely because of the fact that 
they are associated with newspa- 
pers.” 

In the McClatchy case, said 
ANPA, the FCC’s trial examiner 
found McClatchy Broadcasting Co. 
(associated with McClatchy News- 
papers, Sacramento, Cal.) to be 
better qualified than a competing 
applicant for a tv construction per- 
mit. In this case, FCC overruled its 
examiner on the ground that “the 
superiority of the McClatchy ap- 
plication ...does not outweigh the 
comparative advantages alleged to 
inhere in the competing applicant” 
because the competitor “had no 
connection with a newspaper or 
other radio or television interests 
in Sacramento.” 


® The present Communications 
Act, said ANPA, provides that per- 
mits shall be granted only after a 
finding by the commission that 
such grants are made in the public 
interest, convenience and necessity. 
“In recent months,” it added, 
“the commission apparently has 
adhered to a policy of denying ap- 
plications by anyone associated 
with the newspaper publishing 
business where a competing appli- 
cant has shown that its principals 
are of good character and of sound 
financial standing. Thus the broad 
criteria of public interest, conveni- 
ence and necessity have been sub- 
ordinated to a commission policy 
of ‘diversification of media.’ ”’ 
The ANPA declared that in a 
previous case the court of appeals 
in the District of Columbia de- 
cided that the FCC was “without 
authority to ban newspapers as 
such from holding or receiving li- 
censes from the commission.” 
“Following its setback in that 
‘particular case,” continued the 
ANPA, “the commission an- 
nounced a new policy of diversifi- 
'cation in which, in effect, it stated 
that diversification of control of 
media of mass communications is 
paramount in its consideration of 
applications from competing appli- 
cants, one of whom is engaged in 
the newspaper publishing business 


| and the other of whom is not.” 


= Mr. Williams said that the 
_ANPA contends that a newspaper 
owner who shows ability to give 
better service “cannot be denied an 
application for a license or a con- 
struction permit by the FCC on 
the scle ground that someone not 
connected with a newspaper is 
presumed more capable of serving 
the public, for that reason and 
that alone.” 


Luft Co. Elects Cawley 
John A. Cawley has been elected 
president, chief executive officer 
and a member of the board of 
George W. Luft Co., New York, 
maker of Tangee Cosmetics, ef- 
fective Jan. 15. Mr. Cawley was 
of Miles Laboratories for 
lthe past 16 years. Constance Luit 
'Huhn, former president of Luft 
Co., will become chairman of the 
board. Harry A. Haus is resigning 
as v.p. and may serve as a con- 
sultant to Luft. 


SPACE SELLING OPPORTUNITY 


Well seasoned space representative 
|| has. opportunity to become associ- 
|| ated with one of the largest publish- 
|| ers of business papers. Position open 
in New York territory on long estab- 
lished ABC publications. Applicants 
must have industrial paper experi- 
ence. Salary and commission ar- 
rangement provides top compensa- 
tion. 
| Box 194 ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N. Y. 
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THE SENSATION OF THE MOTION PICT 


The Technique Used 
On “Hansel and 
Gretel” Now 
Available For 
Television 
Commercials. 


See 

“Hansel and Gretel” 
at your local theatre 
over Christmas 
and discover for 
yourself the 
greatest new 
motion picture 
technique for 
television. . 


It took Michael Myerberg 15 years to create 
this new kind of puppet with no strings 
attached — “‘super-human” electronic pup- 
pets with stop-action “brains”! Their skin 
is a special plastic that looks and feels like 
real skin—the hair is real. They have 
“bones” of steel that move in every joint. 
They have a repertoire of 87,000 facial ex- 
pressions! Yes—the Myerberg electronic 
puppets can act — walk alone — run — dance 
— talk — sing ...on cue, on call, on film, in 
color or black and white! And they are the 
only actors you’ve ever seen who never lose 
their audience! 
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You can see 
electronic 
puppets 

on TV now 
for these 
advertisers: 


GREEN GIANT 
(Leo Burnett) 


HAZEL BISHOP 
LIPSTICK 
(Raymond Spector) 


@ More interesting, more charming, more flexible than “‘live’”’ actors! 
@ More ‘‘real’’, more believable, more novel than “‘flat’’ animated cartoons! 
@ Here’s the medium that has everything to make your commercials new 


— different — exciting — entertaining! Here, at last, are all the qualities you’ve 
been looking for to capture interest —to hold interest—TO SELL! 


Whatever you can dream of—we can dream up—and produce! Let your imagination 
run wild. Is it moppets you want? Or anything in the animal kingdom? Witches? 
Giants? Cinderellas? Prince Charmings? The unattractive “before” — the beau- 
tiful ‘after’? The touch of magic to bring a “static” product to life? 

Then here’s your answer: call Michael Myerberg Productions. Each character is 
custom-made for you — remains your exclusive property. And a contract with us 
gives you an exclusive franchise in your industry. 


Unlimited in its application to the problems of TV and commercial films. 


micuaeL MYERBERG propuctions 


TELEVISION COMMERCIALS ; . INDUSTRIAL AND COMMERCIAL FILMS 
234 W. 44th Street, New York City, N. Y. Telephone: CHickering 4-4846 + Studio: 216 E. 2nd Street, New York 9. N. Y. 
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CHRCUL 


(2,000,713 to be exact 


2,000,000 CIRCULATION! 


What made it possible? 


The regular features that appear in FAMILY 
WEEKLY Offer a key to its skillful editorial ap- 
peal to basic interests of the American family 
and the prosperous, modern homemaker. The 
biggest, most colorful recipe section in the sup- 
plement field... authoritative fashions... 
practical home decorating and remodeling hints 
..a full page of games, puzzles and riddles 
for children under twelve . . . a warm, friendly, 
inspiring column by brilliant Patty Johnson. 
Supporting a weekly wealth of timely and 
significant articles and pictures, these regular 
features offer a perfect complement to the basic 


86 UNDUPLICATED MARKETS! 


appeals of consumer advertising. FAMILY 
WEEKLY readers are “‘tuned in’’ to your mes- 
sage, they are not belabored by your competi- 
tors. Such expenses as real estate taxes, rent, 
taxis, nightclubs, make fewer claims on their 
paychecks. 

The success of any publication rests 
ultimately on the satisfaction of its readers. 
Newspapers have discovered that FAMILY 
WEEKLY delights its readers, attracts and holds 
new circulation. That’s why more and more 
newspapers add FAMILY WEEKLY to their week- 
end features. 


How did Family Weekly do it? 


No other newspaper supplement, no other 
magazine, no newspaper, no anything... 
nobody but FAMILY WEEKLY gained over 
1,400,000 circulation during 1954! From 
610,000 circulation in 32 newspapers in Febru- 
ary, 1954 to a January, 1955 total of 2,000,713 
circulation in 86 exclusive markets of origin. 

Newspaper publishers all over America 
recognized the dramatic importance of the 
colorgravure supplement and the tremendous 
reader-appeal and competitive strength that 
FAMILY WEEKLY added to their Sunday edi- 


AND GROWING! 


tions. Publishers recognized the soundness of 
FAMILY WEEKLY’S policy... to accept sub- 
scribing newspapers only in markets where no 
other Sunday supplement originates. 

FAMILY WEEKLY advertisers share the pres- 
tige and sales-making influence of the home- 
town newspaper. They participate in the excite- 
ment of the color page where colorgravure is a 
new reader experience. Where FAMILY WEEKLY 
is distributed, practically everybody reads FAM- 
ILY WEEKLY! 


Why this story is important to you... 


The circulation pattern that has been so care- 
fully developed for FAMILY WEEKLY is like no 
other 2,000,000 circulation. FAMILY WEEKLY 
does not try to cover the entire U. S. once-over- 
lightly. It does offer deep penetration and 
powerful local influence in 86 cities and their 
trading areas. In 86 prosperous markets, FAM- 
ILY WEEKLY delivers your advertising message 
to everybody who reads the Sunday newspaper 
...in the home where family decisions are 
made...and economically in color if you 
want it. 


In total retail sales, in total food sales, in 
total drug sales, this definable FAMILY WEEKLY 
market is bigger than Chicago or Los Angeles. 
FAMILY WEEKLY offers complete, saturation 
coverage of its 86 markets. Then this follows: 

Product distribution can be extended, 
merchandising becomes completely effective, 
and extra volume sales can be profitably de- 
veloped . . . all pegged on the response of the 
consumers and retailers who all read FAMILY 
WEEKLY every week. 


FAMILY WEEKLY MAGAZINE, INC. 
Leonard S. Davidow, Publisher 


NEW YORK 
9 East 40th St. © New York 16, N. Y. © Murray Hill 3-181] 


CHICAGO 
153 No. Michigan Ave. * Chicago |, Ill. * ANdover 3-1270 


These 86 Newspapers 
Distribute FAMILY WEEKLY 


ALABAMA 

Anniston Star 

Dothan Eagle 

Florence Times & Sheffield-Tuscumbia- 

Muscle Shoals Tri-Cities Daily 

Huntsville Times 

Tuscaloosa News 
ARKANSAS 

Hot Springs Sentinel Record 
CALIFORNIA 

Sacramento Union 

Santa Barbara News Press 
COLORADO 

Colorado Springs Free Press 

Grand Junction Sentinel 

Pueblo Star Journal & Chieftain 
CONNECTICUT 

New Haven Register 
FLORIDA 

Daytona Beach News Journal 

Fort Myers News-Press 

Gainesville Sun 

Sarasota Herald-Tribune 

Tallahassee Democrat 

Tampa Times 

West Palm Beach, Palm Beach Post-Times 
GEORGIA 

Albany Herald 

Rome News Tribune 
IDAHO 

Pocatello Idaho State Journal 
ILLINOIS 

Champaign-Urbana News Gazette 

LaSalle News Tribune 

Quincy Herald-Whig 

Springfield Illinois State Journal & Register 
INDIANA 

Marion Chronicle Tribune 

New Albany Ledger & Tribune 
IOWA 

Council Bluffs Nonpareil 

Davenport Democrat & Times 

Dubuque Telegraph-Herald 

Waterloo Courier 
LOUISIANA 

Bogalusa News 
MASSACHUSETTS 

Lowell Sun 
MINNESOTA 

Albert Lea Tribune 
MISSISSIPPI 

Greenville Delta Democrat-Times 

Tupelo Journal 

Vicksburg Post-Herald 
MISSOURI 

Jefferson City Capital News Post-Tribune 
NEVADA 

Las Vegas Review Journal 

Reno Nevada State Journal 
NEW JERSEY 

Asbury Park Press 

New Brunswick Times 

Trenton Times-Advertiser 
NEW MEXICO 

Santa Fe New Mexican 
NEW YORK 

Elmira Sunday Telegram 

Utica Observer-Dispatch 
NORTH CAROLINA 

Concord Tribune 

Salisbury Post 
NORTH DAKOTA 


Lima News 

Zanesville Times Signal 
OKLAHOMA 

Duncan Sanner 
PENNSYLVANIA 

Lancaster Sunday News 
SOUTH CAROLINA 

Florence News 
SOUTH DAKOTA 

Huron Huronite & Daily Plainsman 

Rapid City Journal 
TEXAS 

Abilene Reporter-News 

Austin American Statesman 

Big Spring Herald 

Denison Herald 

Denton Record-Chronicle 

Galveston News 

Greenville Herald 

Kilgore News Herald 

Lufkin News 

Marshall News-Messenger 

Midland Reporter-Telegram 

Paris News 

Port Arthur News 

San Angelo Standard-Times 

Snyder News 

Texarkana Gazette 

Tyler Courier-Times-Telegraph 

Victoria Advocate 

Waco Tribune-Herald 
UTAH 

Provo Herald 
VIRGINIA 

Danville Register 

Lynchburg News 

Newport News Press 
WASHINGTON 

Wenatchee World 
WEST VIRGINIA 

Beckley Raleigh Register 
WISCONSIN 

Racine Bulletin 
WYOMING 

Casper Tribune-Herald & Star 
BERMUDA 

Bermuda Royal Gazette 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago II 
(DE 7-1336), 480 Lexington Ave., New York 17 (Plaza 5-0404), National Press Bidg., 
Washington 4, D. C. (Re 7-7659). G. D. CRAIN JR., president and publisher. S. R. 
BERNSTEIN, o. L. BRUNS, J. C. GAFFORD, G. D. LEWIS, vice-presidents. C. B. 
GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, Magazine 
Publishers Association, National Business Publications. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Jarlath J. Graham 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard. Chicago: 
Murray E. Crain, Al Stephanides, Lam- 
bert S. Botts, Wilbur L. Burkhart 


ADVERTISING 

Advertising Director, Jack C. Gafford 

Manager Sales and Service, G. D. Lewis 
| Assistant Manager Sales and Service, 
| William Hanus 

Advertising Production Manager, 

George F. Schmidt 
New York: James C. Greenwood, John 

P. Candia, Harry J. Hoole, David J. 
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One Way to Cut Post Office Costs 


We want to call special attention to the Post Office Department's 
“mail often and early” campaign described in ADVERTISING AGE last 
week. This long range effort to uproot the ingrained habit of many 
mailers to let mail accumulate until the end of the day makes sense 
any way you look at it. Mail sitting in the mail room is missing out- 
going trains and planes. But much more important, it eventually con- 
tributes to an early evening glut and thereby greatly increases postal 
handling costs, as well as often causing unnecessary delay. 

If you have a feeling that this is, after all, a small matter, consider 
that the Post Office, which does a $3 billion business, employs 500,000 
people and has 40,000 “branch offices.” It pays a 10% premium for 
night work, and end-of-day mailing means bigger night crews as 
well as bigger post offices and more costly machinery to handle the 
6 to 9 p.m. glut, when 65% of the mail comes in. Here, quite clearly, 
are opportunities for really sizable savings. 

So we bespeak the serious and earnest cooperation of all businesses 
in the “mail early and often” campaign. Unfortunately, the campaign 
itself leaves a little something to be desired. In fact, it can scarcely 
be called a campaign at all, since the total effort involved thus far has 
been a bulletin to postmasters advising them that “postmasters at 
several of the larger offices” have had good results from such an ef- 
fort, and suggesting that they try it. They are specifically warned, 
however, that “no unauthorized expenditures shall be made.” 

What this means is that the Post Office is going to try to get co- 
operation from its 160,000,000 customers without actually doing 
anything specific, and without exerting any really persuasive effort. 
The hope seems to be that its individual unskilled “branch mana- 
gers” will somehow rise to the challenge, and get something ac- 
complished. 

Career postal people insist that the Post Office cannot afford to 
use advertising and public relations methods of the type used by 
business, presumably because some expenditure of funds for pro- 
motional material would be involved. In this instance, where poten- 
tial savings are very great, it seems to us that the Post Office 
cannot afford not to use all the important techniques of persuasion. 


A New Type of Super Agency? 


The implications of the move which brings the Marschalk & Pratt 
agency into the orbit of McCann-Erickson as a self-contained oper- 
ating unit of McCann are so broad as to demand thoughtful analysis. 

Agencies have been merged into other agencies, or absorbed by 
them, innumerable times. And there is a long record of “affiliation” 
of agencies in widely separated geographic areas for the mutual 
benefit of both. But there is no instance of which we know in 
which one agency operates a self-contained subsidiary which is, at 
least in part, competitive with the parent company. 

If the Marschalk & Pratt-McCann-Erickson plan works out as 
contemplated, there is a reasonable possibility that one evolution- 
ary aspect of the agency business may be sharply changed. We are 
thinking, of course, of the non-competitive character of accounts 
within any one agency organization. 

In the early days of advertising, it was common for agencies to 
handle directly competitive accounts. As the business grew, and 
the area of agency service widened, competitive accounts became 
the exception. And at present it is difficult, if not impossible, to 
find competitive accounts within the same agency. But Marschalk 
hopes to continue to handle accounts which are competitive with 
some of the McCann-Erickson business, and if the experiment works, 
the advertising field can look for the further development of “sat- 
ellite” agencies which would actively solicit accounts which other 
satellites—or the parent agency—can’t touch because vf conflicts. 


Advertising 


“Sure | make errors taking dictation—but they usually cancel out his errors.” 


What They're Saying 


People the Key to the Future 

American industrialists gener- 
ally recognize that, while there is 
a growing tendency on the part of, 
top management to put more and 
more emphasis on the individual, | 
rapid technological advance still 
compounds the problem of human. 
relations. 

There is little reason to doubt, 
our ability in America to advance | 
along technological lines. The real 
key to the future is people. 

Advances in the field of human 
relations are more difficult and 
challenging than those in the field 
of technology. Industrial manage- 
ment in the free world must teach 
employes not only how to operate 
machines but how to earn a better 
living and how to apply the prin- 
ciples of freedom of enterprise 
and individual initiative to their 
own lives... 


—C. C. Haffner Jr., board chairman, 
R. R. Donnelley & Sons Co., Chicago, 
in his keynote address at the '54 
convention of Printing Industry of 
America in Detroit. 


How One Company Does It 

We have judged it unwise for 
our employes to accept gifts from 
concerns which supply materials 
and services to our company. We 
recognize that stich gift giving is 
an expression of cordiality be- 
tween people who are closely and 
personally associ.'ed through their 
business dealings: however, it is 
correct to say ‘iat such action 
places our empl: ves in a position 
they find embarrssing in view of 
our stated polic. ... Your observ- 
ance of this po cy is asked, not 
only in the appr: ching Christmas 
season, but thro hout the coming 


year. 
—Card sent to 
Corning Fiberg). 
New York Sales 


ippliers by Owens- 
Corp., reported in 
“xecutive Weekly. 


Dynamic Marketing 

To practice d) .amic marketing 
we must also stu y constantly the 
present and futu:- market for our 
products. Too ma’ » manufacturers 
seem to think ‘ at markets are 
their natural birt -ight. The birth- 
right of the ma facturer is not 
markets but ma et opportunity. 
Markets do not «ist for the ask- 
ing. They must >be sought out, 
analyzed, apprais |, and then sold. 
We must remem <r that markets 


change. New peop'e, new families, 


new businesses come into the mar- 


ket every day and former custom- 
ers disappear. We are not selling 
a standing army, we are selling a 
parade. 


—Donald M. Hobart, v.p. and director 
of research, Curtis Publishing Co., 
speaking before the Sales Executives 
Club of New York. 


Opportunity Ahead 

I am well aware that, for a 
rank amateur such as a corpora- 
tion president to make the final 
decision on an advertising plan, is 
the basis for many bitter jokes 
around the cocktail lounges fre- 
quented by advertising men. 
Generally these experts have a 
right to be bitter and they have 
my sympathy, but I see no solu- 
tion for the problem except that 
more advertising men become 
corporation presidents... 


—Cary H. Stevenson, v.p., Lindberg 
Engineering Co., speaking before the 
midyear meeting of the Scientific 
Apparatus Assn. in Pinehurst, N. C. 


‘It's No Wonder’ 


During November, December 
and January, there are football 
games. Then the students paint 
scenery, play the piano, stand up 
on the stage and shimmy and 
shake, and sing Ricochet 
mance; and it’s all wonderful. 
Then they must watch television 
and they tell me they have jobs 
in the afternoons and evenings. 
It’s no wonder they don’t read. 


—Edwin E. Smith, Springfield, Mass., 
English teacher, speaking before the 
New England Assn. of Teachers of 
English in Hartford, Conn. 


Acceleration 

Speaking for my organization 
and myself, we soon found our en- 
trance into television to be a great 
energizer. We are all walking 
faster, acting faster, and—I hope 
—thinking faster than we ever did 
before. And, I may add, enjoying 
every moment of it... 

—Walt Disney, in accepting one of 


the awards at the Sylvania Television 
Awards dinner in New York. 


Money Talks 

It is pointed out that television 
programs on which hundreds of 
thousands of dollars are spent 
don’t always attract the biggest 
audiences. Maybe they’d draw 
better if they left out the actors 
and just showed the money. 

—Editorial page, Hartford Courant. 
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‘Rough Proofs 


One way to eat your cake and 
have it too is to buy one of the 
new cook books planned by Pocket 
Books iInc., to sell for $1 but to 
carry $2 worth of food coupons. 


In spite of Philco’s latest evalua- 
tion of the famous “Breakfast 
Club,” Don McNeill is not one of 
those remarkable persons who 
should be heard but not seen. 


A Wisconsin advertising agency 
looking for an art director em- 
phasizes that its location is “next 
door to fishing, hunting and all 
recreation.” 

And is the a.d. expected to get 
at least part of his inspiration 
there? 


“What do her hips have to do 
with her happiness?” ask the ma- 
kers of Chubbette apparel for 
chubby girls. 

The answer is, “Plenty”—if she 
can just transfer those curves to 
another location. 


It’s to be hoped that the 50,000,- 
000th General Motors car and the 
4,000,00Sth barrel of whisky pro- 
duced by Continental Distilling 
Co. never develop more than a 
nodding acquaintance. 

* 


Reader’s Digest’s John Maloney 
confides that in accepting adver- 
tising the magazine is in the posi- 
tion of the bridegroom who found 
his honeymoon confusing and dif- 
ficult. 

An old pro abroad, the Digest is 
still an amateur on the home 
grounds. 

e 


The Houston Post’s promotion of 
its 70th anniversary edition called 
“This Is Texas’ should be helped 
not a little by the spade work al- 
ready done by Edna Ferber. 

« 


Jim Norris avers that the Sports 
Illustrated story about alleged fix- 
ing of bouts under his auspices was 
“a frantic attempt to build circula- 
tion.” 

Most of the newspapers and 
radio stations seemed to think the 
yarn had circulation-building pos- 
sibilities also. 


Cunningham & Walsh, the story 
says, has appointed three new 
V.p.s. 

This is the glad Yuletide season, 
so why stop at three? 


Many cigaret manufacturers will 
show gsod ’54 nets despite sales 
dip, reports the world’s greatest 
advertising journal. 

Thanks to the elimination of the 
excess profits tax and not to the 
American Cancer Society. 


The Old Professor says that 
Magnecord has. struck another 
blow at matrimony and family life 
by developing a tape recorder that 
can bake a perfect cake automatic- 
ally every time. 

= 


Although retail sales, based on 
Federal Reserve Board figures, 
have been slightly behind 1953 
all year, a character accompanied 
by ringing sleigh bells is rapidly 
approaching, prepared to turn all 
those minus signs into big fat 
pluses. 


Cory CUB 
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THE INQUIRER is the voice on speaking terms 
with the $8,000,000,000 buying income of ever- 
expanding Delaware Valley, U.S.A. Latest Sales 
Management Survey shows effective buying 
income is already well above the national aver- 
age. And the Valley continues to grow! 


This is the valley which THE INQUIRER covers 
... intensively. This is the world’s greatest indus- 


trial area—which recognizes THE INQUIRER 
as “The Voice of the Valley!” And in the Valley, 
THE INQUIRER is FIRST in national advertising, 
retail advertising, classified advertising and total 


ad vertising! 


Surely THE INQUIRER should be first on your 
schedule, too! 


Che Philadelphia Bnquiver 


The Voice of Delaware Valley, U.S.A. 


Food Sales Higher in 
DELAWARE VALLEY, 
U.S.A. 


Food sales per family in Dela- 
ware Valley average $117 
more than the national family 
average! Here, only 2.9% of 
the nation’s population ac- 
counts for 3.4% of U.S. Food 
Store Dollar Volume. 


Exclusive Advertising Representatives: 
as NEW YORK 
‘i ; ROBERT T. DEVLIN, JR. 
Ta 342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


West Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


DETROIT 
GEORGE S. DIX 
Penobscot Bidg. 

. Woodward 5-7260 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 
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Citizens Taste Forbidden Fruit as Radio 
Station Raids Chicago's City Council 


CuicaGo, Dec. 14—Radio Station 
WMAQ stole some forbidden fruit 
last week and came out of it no 
farther from Eden than it always 
had been. 

The NBC o-&-o station’s daring 
move was to sneak into the hal- 
lowed, if strident, chambers of 
Chicago’s city council, record one 
of its more boisterous sessions and 
present an hour’s worth of it to 


the Chicago citizenry Sunday 
night. 
WMAQ's contribution to the 


growing controversy over broad- 
casters’ rights to “cover” govern- 
mental activities was a juicy ban- 
quet. Listeners hear’d the aldermen 
wrangling happily over how best 
to divide an unexpected $6,000,000 
revenue apple in time for next 
spring’s city elections. 

As side-dishes, there were: (1) 
Mayor Martin Kennelly—a candi- 
date for reelection—arguing 
against a hike in his own salary 


The BIG New 
Advertising Buy in the 


Automotive Jobber Field 


The NEW Product Tabloid | 
for Automotive Jobbers 


First Issue, June 1955 


@ Tabloid Format for easy reading. 

@ Product news plus merchandising aids 

@ All ads displayed, none buried 

@ Reader-interest and reader-action 

@ Tested inquiry forwarding system 

@ Over 40,000 monthly circulation guaranteed 
@ Maximum ‘sales impact" 

Verified circulation will be: Jobbers—manage- 
ment, purchasing, and salesmen—37,215. Auto- 


and (2) Ald. Robert Merriam, 
another mayoralty candidate, sug- 
gesting darkly that the adminis- 
tration had brought forward the 
$6,000,000 with an eye to winning 
the election. 


ws In the larger sense, however, 
WMAQ’s coup was a stalemate. 
Like its competitors, the station 
will continue to be strictly barred 
from council meetings, as it al- 
ways has been except for special 
occasions. On the other hand, the 
WMAQ tactical victory is sure to 
provoke aé_e series of guerrilla 
raids by local radio-tv operators. 


Advertising Age, December 20, 1954 


‘The prospect is for an intense|system—which would assure a Byrde, Richard Adds Two 
extra-legal security struggle be- broadcast of the best quality,” he 


i'tween Chicago’s 


newscasters. 


William Ray 


news director, \ 
clined to say hc 
transcript on te frank grounds 
‘that there will be similar inva- 
|sions in the future. 

He also deniei that the opera- 
illegal. 
preface to the Sunday broadcast 
he told listeners there is no law 
against recording and broadcast- 
ing council meetings. 


tion was 


attach it to 


a “The council merely refuses to 
allow us to bring our regular 
equipment into its chambers or to 


its 


Vy 
v 


aldermen and its asserted. He also pointed out that 


council meetings are open to the 


WMAQ-WNB&Q | public, and that the press can re- 


as defiant. He de-|port the proceedings verbatim or 


he obtained the in part, as they choose. 

= Councilmen were unimpressed 
by Mr. Ray’s argument. Several of 
them replied that broadcasting is 
more “sensational” than newspa- 
per coverage and, as one put it, 
would make a “sideshow” out. of 
legislative deliberations. 

Few aldermen thought an anti- 
broadcasting law could be passed, 
but it was clear that there will be 
a careful screening of pocket 
transmitters and tape recorders 
from now on. 


In a warlike 


public address 


Cormac Industries and DeGaal 
| & Walker, furniture manufacturer, 
‘both of New York, have moved 
their advertising accounts from B. 
R. Doerfler Co. to Byrde, Richard 
& Pound, New York. Bernard W. 
Maxwell, formerly with Doerfler, 
has joined Byrde, Richard & 
Psund, where he will continue to 
service both Cormac and DeGaal 
& Walker. 


Herblin to Brown Agency 

Herblin Corp., Port Washington, 
N. Y., has appointed J. Gerald 
| Brown Advertising, Hempstead, to 
handle advertising for its line of 
/reinforced fibre glass boats and 
| other products. 


motive and non-automotive products monufactur- 
ers—salesmen, agents—2,820; trade associations 
and libraries—292. Total 40,327. 


Special Transportation Supply News — Jobber 
Product News—combination advertising rates. 


WRITE TODAY FOR: Announcement brochure, 
advertising rates, market coverage details. 


Published by staff with 


ct 
9 years’ experience } 
in tabloid product > _Saepig News 
news publishing of = 


logical sister publico- eS 


; re, SESH 
tion, Transportation in ae 
Supply News (founded es: Bing Re 
1945). ex, _ 


Jobber Predact New: 


|. Madison Street, ; 


ork, Detroit, 


Tulso, ‘on 


19 huge paper machines 
work 24 hours a day to make 


quality paper for you 


office routine. Champion 


awmerere *s 


ny 
* fs 


More than a million pounds of paper roll off these giants daily 
. .. to serve American business. Paper for packaging, labels, 
magazines, envelopes, brochures. Paper for books. Paper for 


is a complete paper-manufacturing 


organization —from forests to finished product. Its progress in 
production is sparked by a burning drive to find new uses for 
paper... better ways of making it .. ways of making it work 
more effectively for Champion customers. 
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Advertising Age, December 20, 1954 


Here’s New Threat 
to Gladys—Closed 


Circuit Receptionist 


(For final tally on Gladys 
the Beautiful Receptionist 
vote see Page 38.) 


New York, Dec. 15—The calen- 
dar said 1954, but, in one office 
building here yesterday, it seemed 
to be 1984. 

A reporter for ADVERTISING AGE, 
arriving at a midtown address in 
response to an invitation to a press 
conference, found himself stand- 
ing in an otherwise empty recep- 
tion room. As he entered, he saw 
himself on a tv screen in the op- 


posite corner of the room. 


,tion of closed circuit television, 


ces, as well as a wide variety of 


Suddenly a disembodied femi- staged by Telecom Systems, which other industries, political meetings 
nine voice welcomed him, asked announced last week that it had and social activities.” 


him to press the button on top of | 
the receiver and identify himself. | 
This formality concluded, the spir-| 
it voice asked him to “open the, 
door opposite you” and enter the | 
main office. 

Later, seated in a larger room 
set up in theater style, he found 
himself before another tv screen, 
which carried images of the recep- 
tion room he had just left. Here, 
he and other press representatives 
amused themselves by watching 
the expressions of amazement on 
late comers accorded the same 
ghostly welcome. 


® The occasion was a demonstra- 


‘been named industrial tv equip-— 


ment sales representative for Gen-| 


eral Electric Co. and Topnawaren | 


Electronics Co. 

A prediction of 500,000 instal- 
lations of closed television circuits 
in the next five years was made by 
Irvin P. Sulds, the company’s 
president. Telecom Systems is pre- 
pared to sell or lease the equip- 
ment, he said. 

“Principal prospective users of 
Telecom Systems in the immediate 
future,” continued Mr. Sulds, “are 
among the nation’s 189,000 banks, 
3,000 bus depots, thousands of 
warehouses, unloading _ stations, 


race tracks and newspaper offi- 


The organization will sell or rent 
GE color equipment throughout 
the country and the Farnsworth 
b&w installations in New York 
City, New Jersey and parts of Con- 
necticut. 


s A newly developed 10 lb, Farns- 
worth camera, which yesterday 
demonstrated its adaptability for 
baby sitting jobs, press conferen- 
ces, industrial sales meetings, 
check signature verifications and 
other uses, is available for $3,600, 
complete with a control monitor 
and receiver. 

Also shown was a new GE color 
camera, operated entirely by re- 


The No. 11 paper machine at Champion's Carolina Division. 
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mote control buttons on the panel 
of the monitor set. With power 
unit and other appurtenances, this 
camera sells for $26,000. 


Lloyd Joins KTVT as A. E. 


Jay W. Lloyd has been named 
an account executive of KTVT, 
Salt Lake City television station. 
Mr. Lloyd formerly was _ with 
Newspaper Agency Corp., repre- 
sentative for the Salt Lake Tribune 
and Deseret News. 


Crossley Names Patterson 
Charles S. Patterson, formerly 
with the research departments of 
Grey Advertising Agency and Fed- 
eral Advertising Agency, has 
joined Crossley, S-D Surveys Inc., 
New York, as project director. 


Citron Joins Jantzen 

Alvin Citron, formerly with 
'‘Koret of California, has joined 
Jantzen Inc., Portland, Ore., as 
‘assistant sales promotion manager 
of the sportswear divisions. 


ADVANTAGE: 


1. Any market is 
either worth covering 
or it is not. 


2. Any market worth 
covering is worth 
covering well. 


3. Any market well 
covered has to be 
covered by its own 
newspaper. 


4. Each of the 20 daily 
newspapers within 
60 miles of Cleveland 
is alone in dominating 
its market. 


5. Local impact in 
Greater Cleveland 
comes from the 
7-out-of-10 coverage 
of The Press on 
every buying day. 

5. “All business is local” 
means exactly that 
in any market— 
large or small. 
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WALIACES FARME 


lowa’ Homestead 


DEPENDED ON MOST by lowa farmers 
when they need information on 
“Corn and Other Field Crops”. 


.|the Casa Loma 


Where do Iowa farmers get their infor- 
mation? Their best source of information 
is your best selling media in this $2 
billion farm market. Get the facts from 
“InFARMation Please No. 2”, a study 
conducted by the Statistical Laboratory 
of Iowa State College. Write for your 
copy now—on your letterhead, please. 


WALLACES’ FARMER and IOWA HOMESTEAD 


DES MOINES, IOWA 


Now Cats Can Shag _ 
to That ‘Rinso Rag’ 


St. Louis, Doc. 14—Dancers at. 
allroom here may 
have a ball wi’ i Latin American | 
tunes but they vill positively flip | 
when they hea the new “jingle | 
jamboree” of } MOX announcer- | 
turned-bandle: der, Ollie Ray-| 
mand. Ollie w:!l punctuate his) 
dance breaks, wen he makes it at | 
the ballroom lec. 23, with the. 
“Chevrolet Man do,” “What’ll You | 
Have Rhumba” and other Latin) 
American kick -ommercials. | 

Ollie conceivii his new “music| 
styles” while li: ening to commer- | 
cials at KMOX, where he was em- | 
cee for CBS’ “Saturday at the 
Chase,” and alsv, in odd moments, 
working out on ‘!ie trumpet, piano, | 
bongo drums, «ongo drums and. 
maracas. No one around the studio 
was hep to the ‘dea that his prac- 
ticing would lead him back to the 
music business. 

Nor did anyone predict that 
singing commercials would give} 
him a new “music style.” But some 
hipster should have seen that a 
cat who had worked with Gene 
Krupa, Ted Weems and other big 
name bands would eventually get 
back to music. And he was just the 
man to dig the crazy possibilities 
of the “Rinso Rag” and the “Buick 
Samba.” 


Brookman to ‘ISA Journal’ 

ISA Journal, published by the 
Instrument Society of America. 
Pittsburgh, has appointed Jerome 
J. Brookman, a New York pub- 
lishers’ representative, its eastern | 
advertising representative. 


BUT eee YOU NEED WKZO-TV 
TO COVER GROUND 
IN WESTERN MICHIGAN! 


The WKZO.-TV television market is much larger than you'd 
guess. It includes more than 514,000 television homes in the 


GRAND RAPIDS-KALAMAZOO HOOPERS 


January, 1954 
Share-Of-Television-Audience 


MON.-FRI, | MON.-FRI. SUN.-SAT. 
7a.m.- 12 noon- 6 p.m.- 
12 noon 5 p.m. 12 midnight 
WKZO-TV 80% +t 85% 62% 
31% +t 15% 38% 


t Adjusted to compensate for the fact that 


neither station was on the air all hours. 
NOTE: Sampling was distributed approximate- 


ly 75% in Grand Rapids area, 25% in 
Kalamazoo area. 


Sf; OL. Yj e 
She Pelyer Slations 
WKZO — KALAMAZOO 
WKZO.-TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 
, WJEF-PM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN.-TY — LINCOLN, NEBRASKA 
Associated with 
WMBD — PEORIA, ILLINOIS 


YOU MIGHT TRAVEL 421 MPH ON THE GROUND*— 


29 most populated Western Michigan an! Northern Indiana 


counties! 


January, 1954 Hoopers, left, show that W KZO-TYV is far and 
away the number-one station in this area. WKZO-TV gets 
almost two-thirds more evening viewers. almost five times | 
more afternoon viewers, one-and-a-half tives more morning 
viewers, than the next station! 


Let Avery-Knodel give you all the facts on WKZO-TV— 
Channel 3, and the Official Basic CBS Television Outlet for 
Kalamazoo-Grand Rapids. 


100,000 WATTS e CHANNEL3 e@ 1100’ TOWER 


KZ0-1V 


OFFICIAL BASIC CBS FOR WESTERN “ICHIGAN 
Avery-Knodel, Inc., Exclusive National Re) :esentatives 
*In 1954, Lt. Col. John P. Staff rode this fast in a rocket-propelled testing sled at Holloman (ir Force !}ase, New Mexico. 


Advertising Age, December 20, 1954 


Getting Personal 


Edward L. Bernays, New York p.r. counsel, is a member of Mayor 
Wagner’s advisory committee for the aged, which was sworn in at 
City Hall on Dec. 1...Tom Ward, p.r. representative of U. S. Steel, 
has been named radio-tv chairman of Junior Achievement Week— 
Jan. 30-Feb. 5—in Chicago... 

Oliver V. Ober, executive v.p. and treasurer of United Advertis- 
ing Corp., is newly elected chairman of the Red Cross chapter of 
New Haven, Conn., which includes about 15 adjacent towns with a 
volunteer organization of over 1,000... 

Working together during the football season for the good of Old 
Eli were Bob Brink, quarterback, and Byron Campbell, Yale end. 
Bob is the son of K. R. Brink, national ad manager of the 
New York Journal-American, and Byron is the son of Chesser 
Campbell, v.p. of the Chicago Tribune... 

It’s a baby boy—their second—for Vivian and Angelo DeMio, 
Wethersfield, Conn. Proud pop is a Hartford public relations coun- 
sel... Marjorie Stavola, traffic manager of WTIC, Hartford, was 
married to John Wentworth in Hartford on Nov. 27... 

Jay Hoffer, promotion manager of Station WJAR-AM and TV, 
Providence, has received his Master of Business Administration de- 
gree from New York University. Subject of his thesis was: “A Sur- 
vey of the Role of Sales Promotion at 1,000-Watt AM Commercial 
Stations in the U. S.”... 


th SN. ; 

CARIBBEAN CRUISERS—This is the second annual “Pilgrimage” for 

Kenneth W. Ellis, v.p. of BBDO, Chicago, and Mrs. Ellis, shown here 

as they sailed from New Orleans on the SS Alcoa Pilgrim for a 22- 
day cruise. They made the same trip a year ago. 


Hal Shanafield, who runs the “Florists Telegraph Delivery 
News,” and is secretary of the Headline Club, Chicago professional 
chapter of Sigma Delta Chi, was elected national commander of the 
Coast Guard League in Washington last month... 

John Patrick Costello of NBC and Jack Sterling of CBS Radio and 
TV were toastmaster and emcee respectively at the Catholic Apos- 
tolate-Radio, Television & Advertising communion breakfast Nov. 
28 in the Waldorf-Astoria. Rev. Timothy J. Flynn, radio and tv di- 
rector, Archdiocese of New York, is moderator of the group, which 
has some 2,000 employes of the three industries as members... 

When Cleveland adclubber Lester S. Auerbach was transferred 
from Cleveland manager of Gulf Oil Corp. to Chicago manager for 
the same company, he got an unusual farewell from the Cleveland 
Press. The paper used Les’ move as the basis of a lead cditorial, 
pointing out that Pittsburgh, where Gulf has its headquarters, 
and Chicago, where he is moving, both have outdistanced Cleve- 
land in civic improvements... 

Richer by $150, $100 and $50 in the Dorothy Gray station pro- 
motion managers’ contest of Lehn & Fink Products Corp. are 
Bob Baldrica, WXYZ-TV, Detroit; Heywood Meeks, WMAL-TV, 
Washington, D. C., and Ken McClure, KROD-TV, El Paso. Dorothy 
Albee of WILK-TV, Wilkes-Barre, won top prize... 

Irving Fein, director of p.r. for CBS Radio, Hollywood, has been 
named chairman of the promotion committee for the 1955 Los An- 
geles Heart Campaign. Members of the committee are: Paul Snell, 
Robinson-Hannagan Associates; Ren Meader, Erwin, Wasey & Co.; 
Casey Shawhan, NBC; Larry Raymond, Larry Raymond Co.; Stan- 
ton Kramer, ABC-TV; Maury Foladare, Foladare, Greer & Bock; 
Sally Smalley, Southern California Broadcasters Assn... 

Marketing consultant and AA contributor E. B. Weiss is a two- 
time grandfather now, with the addition early in December of a 
second daughter to the family of his son, Dick... _ 

Alphabet test: NARTB radio v.p. John Meagher and Kudner v.p. 
Myron Kirk have been named respective radio and tv committee 
chairmen of the 1955 Heart Fund. Meagher’s crew consists of 
Charley Ayres (ABC Radio), Ted Cott (NBC), Hal Davis (K&E), 
Adrian Murphy (CBS Radio), Elenore Scanlan (BBDO), L. T. 
Steele (B&B), J. G. Taylor (MBS), Bill Templeton (Bryan Hous- 
ton) and John West (NBC, Hollywood). Kirk’s committeemen are 
Harry Ackerman (CBS-TV, Hollywood), Ted Gergmann (DuMont), 
Al Hollender (Grey), Cornwell Jackson (JWT, Hollywood), Al 
Kabaker (DFS), Ben Park (NBC, Chicago), Roger Pryor (FC&B), 
Jack Van Volkenburg (CBS-TV) and Paul Whiteman (ABC). 

The Big Wheel Award, something new with the Adcraft Club 
of Detroit at its 49th anniversary dinner Dec. 3, is a desk-size, 
silver-plated, mahogany-base replica of a modern auto wheel, 
symbolic of the Motor City. First winner: Scripps-Howard colum- 
nist Robert Ruark... 


Here’s a shorts item: Joe Russell, ad chief of The New Yorker. 
got a classy pair of shorts for his birthday. Eustace Tilley was em- 
broidered on one leg, his monocle aimed at the other leg, which 
sported an embroidered butterfly. An inscription on the seat read: 
“ARGV. Oe” 5... . 
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14 states in total Net Buying Income 
26 states in total Gross Farm Income 
15 states in total Retail Sales 

14 states in total Food Store Sales 
15 states in total Drug Store Sales 


12 states in total Filling Station Sales 


Combined Daily Circulation 
Over 160,000— 
81.84% UN-duplicated 


The Spokane Market Beats... trade area surrounded on all sides by giant mountain ranges. It 


17 states in total Bldg. Mat.—Hdware. Store Sales Sell the Billion Dollar Spokane Market and you tap one of the 


makes a difference 


0 


lis 


different too ! 


AND IT'S ONE OF THE THREE MUST 
MARKETS IN THE PACIFIC NORTHWEST 


Size does make the Spokane Market different—it is the differ- 
ent market that makes all the difference in Pacific Northwest sales. 
This is a really BIG market—half again as big as the states of New 
York and New Jersey combined—but, it is distinctly different. 

Not a one-city market . . . or a one-industry market . . . the 
81,437 square miles of the Spokane Market cover parts of four 
states. The over a million residents of this highly diversified region 
live in hundreds of cities, towns and villages and on thousands of 
prosperous farms. Their $1% billion in buying power stems from 
stable basic industries of lumbering, mining, manufacturing and 
farming. They spend better than $1 billion a year for retail goods. 
These are factors to consider in measuring the Spokane Market. 
So is the area's complete isolation. Although the very heart of the 
Pacific Northwest, the Spokane Market is an independent, inland 


can’t be sold with advertising in coastal cities 300 miles or more 
distant. 

You need the one medium as big as the market itself—The 
Spokesman-Review and Spokane Daily Chronicle. Together these 
strong dailies really reach and sell their market—and they do it 
with 89% of their subscribers receiving their papers by carrier 
delivery at home! 


most profitable sales territories in the country. Miss it, and you 
miss more people than live in Baltimore or Cleveland. 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, 
Detroit, Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 
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AMONG THE MARCHERS IN KICK-OFF PARADE WERE STATE AND CIVIC LEADERS... 


FLOATS IN PARADE WERE CONTRIBUTED BY MANUFACTURERS AND ASSOCIATIONS... 


How a whole 
community 


took hold of is 


Attleboro, Mass., a small but prosperous city, had the not-un- 
usual problem |f getting more of its people to do more of their 


shopping in home-town stores. 


On their own initiative, Attleboro retail business leaders called 
on LIFE. They were sure they could build up a whopping ‘‘Shop-at- 
Home” drive around the theme: The goods you see in LIFE are 
here in Attleboro. LIFE said O.K. . . . so Attleboro recently staged a 
10-day, community-wide LIFE event. 
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ONE FLOAT TOLD CITIZENS JEWELRY MANUFACTURERS MAKE CITY PROSPEROUS... 


& 


FLOATS SPELLED OUT THEME...“THE GOODS IN LIFE ARE HERE IN ATTLEBORO" 


You’d have to see it to believe it... 


Attleboro civic and business leaders planned 
the event with help of LIFE Retail Representatives. 
Their idea of a parade of LIFE-advertised products 
turned into a full-scale civic celebration. For the 
33 colorful floats, 6 bands and more than 650 
marchers drew about 25.000 spectators. 


Parade’s end was the beginning of a shopping 
surge that rewarded merchants beyond expecta- 
tion. Said Hy Andleman, of The New Public Mar- 
ket: “Despite the hurricane, we enjoyed a 14% 
increase, and our sales have stayed up there ever 
since. LIFE really moves goods.” 


Community-wide interest made every feature of 
the event a success. The Treasure Chest (above) 
held prizes of LIFE-advertised products for the 
lucky holders of keys given at random to customers 
of local stores. Altogether, manufacturers contrib- 


Nobody could count the number of *‘Advertised- 
in-LIFE” symbols that appeared in retail stores. 
The window of Ashley’s Drug Store was rule rather 
than exception as 87 of Attleboro’s more than 100 
retail stores featured 534 different products regu- 


uted more than 1500 prizes. 


Shoe store owner, Al Sillman 
said: “We had the largest week in 
our history. I had to reorder 68 
pairs of Enna Jettick Shoes and 
that’s a lot for a small retailer in 
one week,” 


larly advertised in LIFE. 


Manager of radio station 
WARA, Keith Field, observed: 
‘For five years WARA has said a 
‘Shop at Home’ drive could be 
made successful. The LIFE pro- 
motion proved this in one week.” 


a 
fe < F 
Rudy V. Schlenker, president of 
Attleboro Chamber of Commerce, 
sums up: “LIFE is a powerful 
magnet. The promotion will have 
a lasting influence on_ selling 
nationally advertised products.” 


Why does LIFE always stir up so much selling excitement? 


WHAT HAPPENED IN ATTLEBORO shows (on a 
spectacular scale) what happens whenever and wher- 
ever LIFE is used to bring consumers and retailers 
together. 


For the basic force at work—whether in Attle- 
horo’s big parade or in a simple LIFE tie-in on a re- 
tail counter—is in existence every day everywhere in 
the United States. 

It results from the different feeling consumers have 


for LIFE. And retailers have. And advertisers have. 
(After all, they too, are consumers!) 


THE PEOPLE in a community feel differently about 
LIFE because more of them read LIFE, week after 
week, than read any other magazine. There is a great 
community sharing of LIFE’s fun, excitement and 


information . a great community awareness of 
what’s in LIFE and what LIFE is. 


26,450,000 people read each issue of LIFE— 
more than read any other magazine. 


RETAILERS feel differently about LIFE because 
they are aware of it as a unique business force in 
their communities. They learn how LIFE can be used 
for more effective selling through the activities of 
LIFE advertisers and LIFE representatives. 


Last year, LIFE retail representatives made 
22,563 calls. LIFE advertisers purchased 
27,044,000 pieces of tie-in material for re- 
tailers’ use. And retailers placed 25,301,311 
lines (ACB figures) of newspaper advertising 
tieing in with LIFE. 


ADVERTISERS feel differently about LIFE: because 

they have seen it create the greatest consumer mar- 

ket ever reached through a single magazine. 
Advertisers invest more dollars-for-selling in 
LIFE than in any other magazine—a record 
$91,572,816 in the first ten months of this 
year. This is $25,000,000 more than was invest- 
ed in the next leading magazine. 


9 Rockefeller Plaza, New York 20, N. Y. 
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This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Dec. 16—Postmas- 
ter General Arthur Summerfield 


was on hand to plug for postal | 
rate increases when congressional 
leaders trooped to the White House | 
this week for a pre-session brief-|and Hours Act. As they report it, 


ing on the administration’s legis- 
lative program. 

He’s after the same rate bill 
that Congress has pigeonholed for 
two years—a 4¢ rate on out of 
town letters, 7¢ airmail, a 42% 
increase for second class and a 
2¢ rate for bulk third class. 

Congressmen who might be in- 
clined to vote increases for second 
and third class are uneasy about 
that 4¢ letter. But Mr. Summer- 
field refused to be dissuaded, for 
it accounts for $150,000,000 of the 
$240,000,000 he is out to raise. 

He contends that the political 
risk can be held to a minimum—by 
passing the rate bill early in 1955, 
so that the impact will wear off 
before the 1956 Presidential elec- 
tions roll around. 

© * » 

Legislative Troubles: A review 
of the legislative plans outlined at 
the White House this week indi- 
cates President Eisenhower had 
better not count on equaling his 
legislative batting average of the 
past two years. 

Sole new item with popular ap- 
peal is the 10-year highway pro- 
gram, scaled down from $50 bil- 
lion to $26 billion. The rest of the 
list consists chiefly of controversial 
issues ducked by the 83rd Con- 
gress. 

It'll take real doing to sell this 
session of Congress on Taft-Hart- 
ley Act revision, liberalized cov- 
erage for the wage-hour act and 
the creation of a reinsurance fund 
to help health insurance plans 


avoid excessive costs resulting 
from “bad risk” cases. 
. » . 

Anti-Trust Revision: The At- 


torney General’s committee on 
anti-trust revision was in closed 
session this week, trying to wind 
up its long study of the anti-trust 
picture. 

The problem now is to agree on 
a report. Not easy, considering the 
conflicting points of view within 
the committee. 

In general, members would like 
to eliminate all exemptions from 
the anti-trust laws. That means re- 
peal of the federal fair trade law, 
and this does not sit well with 
many retail groups. it also means 
repeal of the labor exemption, a 
prospect that arouses an entirely 
different special interest. 

e * © 


Retail Revolt: Retail associa- 
tions have been taking pot shots 
at Labor Secretary James P. 
Mitchell for his West Coast speech 
attacking state “right to work” 
laws. Actually, their differences 


OUCH! 


Reader's Digest gave most mags, TVs a 
bellyache, if not ulcers, in saying it 
will take ads at $31,000 a page. 

Down here in Cen. Florida we held no 
directors, sales or other meetings, hired 
nobody, fired nobody, ordered no new- 
fangled poll. 

We did do a little checking and dis- 
covered Reader's Digest's 10 million read- 
ers are scattered all over the U.S. 


Only a handful of them live in our area. 


R. D., we figure, will just make it 


tougher on big mags. 


It certainly can't cover 1, million people 
in our section. Just another magazine 
duplication. 


Orlando Sentinel-Star 
MARTIN ANDERSEN—Editor, Owner, Ad-Writer & 


Galley Boy 
Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


with Mr. Mitchell are more funda- 
mental. 

On the basis of private conver- 
sations, they believe he is busy 
selling the White House on leqis- 
lation eliminating the retail ex- 
emption from the Federal Wage 


he points out that 16,000,000 work- 
ers currently do not have federal 
wage-hour protection and argues 
that an act that exempts a quarter | 
of the labor force is not a “stand- | 
ard.” His proposal that retailers 
be brought under the act is said | 
to be coupled with a charge that 
the retailing industry is a “sub- 
standard employer.” 

On their own behalf, retailers 
have warned their White House 
contacts that President Eisenhow- 
er will be sticking his neck out if 


he. requests eit)er the repeal of 


federal fair trace laws or ending 


Congress Uneasy about 4-Cent Letter 


of the retail ex mption from the 
wage-hour law. 

“Look at the !egislative history 
of these laws,” the White House 
has been advis d, “and then de- 
cide if you weit to get into a 
fight you can’t win.” 


Subscription TV: The Federal 
Communications Commission has 
spent two sessions trying to figure 
out how to word its statement call- 
ing a hearing on proposals for 
subscription tv. Sponsors of the 
idea were content to wait while 
FCC chipped away the mountain 
of tv applications that accumu- 
lated during the long construction 
freeze. But with the commission’s 
agenda in better shape than at any 
time since World War II, they 
are now pressing for a showdown. 

Aside from business ccnsidera- 
tions, subscription tv is a funda- 
mental departure from the system 


Advertising Age, December 20, 1954 


of broadcasting and telecasting 


that developed under the Com-. 


munications Act of 1934. FCC 
wants to be sure the right issues 
are raised when the proposal is 
debated. 


Business Indicator? Under Sec- 
retary of Commerce Walter Wil- 
liams thinks there is significance 
in the fact that more new trade- 
marks were registered in the first 
11 months of 1954 than in any 
comparable period, 

“Trade marks represent brand 
names on products which move in 
the channels of trade to consumer 
and industrial: markets,” he points 
out. “As such they constitute an 
indicator of business conditions 
insofar as commercial movements 
are concerned.” He said he took 
pride in the fact that with one 
month to go, trademark registra- 
tions in 1954 topped the whole 12 
months of 1953. 


Campbell-Ewald Appoints 


| Roy J. Holihan has rejoined the 
Detroit staff of Campbell-Ewald 
| Co. as an assistant account execu- 
‘tive in the automotive accessory 
‘group. Before returning to the 
agency, Mr. Holihan was Detroit 
‘sales representative of Strobridge 
Lithograph Co., Cincinnati. Camp- 
_ bell-Ewald Co. has also appointed 
| James Wangers an assistant ac- 
;count executive on the Chevrolet 
account and Jeremiah M. Moyni- 
han assistant outdoor space buyer. 
Mr. Wangers formerly was with 
William H. Weintraub & Co., and 
Mr. Moynihan previously was with 
National Outdoor Advertising 
Bureau. 


KMOX Names Hurst S. M. 

George E. (Buck) Hurst, for- 
merly head of the CBS Radio Spot 
Sales office in Los Angeles, has 
‘been appointed national sales 
manager of KMOX, St. Louis, a 
new post. 


IF YOU CAN BOIL WATER... 


YOU CAN UNDERSTAND THE 


BASIC POWER PLANT OPERATION 


BECAUSE... 
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Advertising Age, December 20, 1954 


|your printer in the planning 
‘stage. ” He showed several ex-| 


‘Consult Your 

7 e ‘amples of printing jobs for which | 
Printer Early d |costs had been cut considerably | 
Cl! A A Members Told after a planning conference with 


the printer. “If you will consult 

CuicaGo, Dec. 14—Three local|us early in your planning,” he 
printers last night gave Chicago) said, “you will get more value and 
Industrial Advertisers Assn. mem- a better job, and you’ll save time.” 
bers some valuable tips on “How; George Leuhrs, v.p., Peerless 
to Get the Most from Your Print-/|Lithographing Co., discussed new 
ing Dollar.” methods in offset printing which 


Carl Dunnegan, president, In-| offer better proofs and color 
land Press, warned members that) printing possibilities. 
they should be certain, before con- 
tracting for a job, that their print- Buck Equipment to Baer 
ers have ample supplies of the Buck Equipment Corp., Cin-| 


type faces and equipment they cinnati maker of hoisting ma-' gpnoip c. snoop, who has been! 

will require. Discussing publica- chines, has appointed S. C. Baer 

tion printing, Mr. Dunnegan em- Co., Cincinnati, to handle its ad- 

phasized that clean manuscript _vertising. 

copy, correct mark-ups and care-, 

fully pasted dummies will help Phillips Leaves O'Mara 

save the printer’s time and the Jerry Phillips has resigned from Jersey Chemical Appoints 

publisher’s money. | the San Francisco staff of O’Mara Jersey State Chemical Co., Hale- 
Joseph L. Strauss Jr., president, & Ormsbee. He had been with the don, N. J., has named Josephson, 

Hillison & Etten Co., appealed publishers’ representative for nine Gulick & Cuffari, Montclair, N. J., 

to advertising people to “consult: years. ‘to handle its advertising. 


of House & Garden, has now been 
named publisher of the magazine. 


_WSIJS-TV Seeks More Power 

| Triangle Broadcasting Corp., 
|operator of WSJS-TV, Winston- 
| Salem, N. C., has filed an applica- 
| tion with the Federal Communica- 
|tions Commission to _ increase 
power of its station from 40,000 
watts to maximum—316,000 watts 
—by erecting a new transmitter 
on Sauratown mountain, 20 miles 
north of Winston-Salem. 


Form Colonial Broadcasting 
Colonial Broadcasting Co., Eden- 
ton, N. C., has been chartered with 
‘authorized capital stock of $100,- 
| 000 to operate a radio station. In- 
'corporators are Ray Albert Child- 


business manager and ad manager ers, N. A. Dunn III and Bob Du- 


ipree, all of Raleigh. 


KGW Moves Studios 
_ KGW, Portland, Ore., has moved 
_to 409 S. W. 13th Ave. The radio 
‘station also will remodel its trans- 
mitter building in North Portland 
for additional studios. 


k 


All advertising men serving accounts in the power 
engineering field don’t sport engineering degrees 
or carry a slide rule. Yet from day-to-day, they're 
called upon to design advertising, write copy and 
create selling points about such highly specialized 


equipment as demineralizers, superheaters and 


A POWER mLANT 
PRIMER 


electrostatic precipitators. The type of basic industry 
information advertising men have always wanted 
and needed is finally available! 


POWER ENGINEERING'’s new 36-page booklet, 
“A Power Plant Primer,” written by PE’s dynamic 


editor, Andrew W. Kramer, presents a fresh, down- 
to-earth approach to the entire problem of power 


plant operation. It’s written in laymen’s language... 


a heretofore complex 


unfolding a clear picture of the basic principles and 
. practical application of the equipment used in 
modern steam-electric power plants. 


Judging from the enthusiastic reception this 
booklet has already received in industry and 
advertising circles, “A Power Plant Primer’ would 
be a very worthwhile addition to your working 
library. A complimentary copy will be mailed to any 
advertising manager or advertising agency executive 
who requests it on his letterhead. 


POWER ENGINEERING confines its circulation to power. 
engineers who are responsible for the design, construction, 
management, operation and maintenance of power 
services... wecan GUARANTEE 100% COVERAGE 
OF READER INTEREST. And with 


| BETTER + +» Coverage 


Technical Publishing Company 


POWER ENGINEERING you buy only the circulation 
you need... at the lowest unit cost. 


POWER ENGINEERING is the only 
magazine exclusively edited for and 
circulated to the power engineer. 


POWER ENGINEERING 


110 South Dearborn Street 


Chicago 3, Illinois 
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British Groups 
Certify Admen 
by Exam System 


The AA sponsors a series of four 
/examinations leading to the D.A.A. 
It takes four years to get the di- 
ploma because the examinations 
are progressive and are given only 
once a year—in May. Division A 
and Division B make up the inter- 
mediate; Divisions C and D make 
up the final. A _ certificate is 
awarded to those who have passed 


Lonpon, Dec. 14—A quasi-eol- 
lege of advertising has been op-. 
erating in Britain for many years. | 

Admen and prospective admen_ 
have open to them an elaborate) 
system of examinations. These lead | 
to a diploma and the successful 
student may use the appropriate) 
professional initials after his name. 
For example: Eustace Abernathy, 
D.A.A. (Diploma of the Advertis- 
ing Assn.). 

It should be pointed out, how-| 
ever, that these various tests do 
not enjoy universal acceptance. 
No one is obliged to take them. 
And the “graduate” has no guar- 
antee of a job. 

The main purpose of the British 
examinations is to provide admen 
with a general theoretical educa- 
tion in advertising practice. 


# There are two professional ex- 
amining bodies for the British ad- 
vertising industry. One is the Ad- 
vertising Assn., which embraces | 
all aspects of the industry; the) 
other is the Institute of Incorpor-| 
ated Practitioners in Advertising, 
which represents agencies. 


the intermediate. Candidates used 
to be allowed to take two divisions 
in one year, but this is no longer 
permitted. 

The examinations are open to 
anyone with a General Certificate 
of Education (high school di- 
ploma) or to anyone who has been 
employed in advertising for five 


| tion to advertisi: 
| For agency m: 
a series of two 
|termediate and 
must have at le 
perience with a 
Possession of th 
one from taking 

Lecture cours 
are given by tl 
‘London headquurters. Subjects 
/covered in the final include: the- 
ory of advertising. problem analy- 
sis, marketing ani media research, 
sales organization, merchandising 
‘demonstrations aid exhibitions, 
‘campaign planning, financial ad- 
|vertising, agency organization and 
administration. 


, the IIPA gives 
xaminations, in- 
inal. Candidates 
t two years’ ex- 
cognized agency. 
D.A.A. exempts 
he intermediate. 
for these tests 
institute at its 


years. Courses preparing students 


for the tests are given at colleges 
throughout Britain; they are also 
available through correspondence 
schools. 

The exams are no cinch, and 
registrants are advised to put in 
some intensive study. About 45% 
of the candidates at each examina- 
tion fail to pass, according to a 
check of recent results. 


s The two intermediate divisions 


cover an introduction to advertis- 
ing and its administration, English, 
marketing, economics, psychology 
in relation to advertising, ad de- 
sign and presentation, media and 
reproduction. The last two divi- 
sions are more technical, covering 
specific techniques in advertising, 
market research and law in rela- 


/@ Candidates wiv pass these ex- 
-aminations are also entitled to a 
‘title after their nime. For exam- 
ple: Eustace Abernathy, A.I.I.P.A. 
(Associate, Institute of Incorpor- 
ated Practitioners in Advertising). 

Thus, the well-examined adman 
in Britain may write his name as 
follows: Eustace Abernathy, 
D.A.A., A.I.1.P.A. 


Dingwall to Cotton Council 
Janet Dingwall has been ap- 
pointed assistant to the fashion 
director of the National Cotton 
Council, New York, succeeding 
Helen Negrey Long, who has re- 
signed to devote full time to home- 
making duties. Miss Dingwall was 
formerly executive secretary of 
Transamerican Television Corp. 


Text of D.A.A. Final Exam of British A.A. 


Lonpon, Dec. 14—Could you pass an examination in advertising? 
The following is the final examination given to candidates for the 
D.A.A. (Diploma of the Advertising Assn.) by the British Advertis- 
ing Assn. in 1953: 


Final Examination—May 1953 


Reproduction (2) 


Division “‘D” 


Answer the first three questions (24 marks each) 
and any two others (14 marks each). 


l 


(a) State briefly what you understand by the following 
terms, all of which refer to planography: 


lithography; (2) photo-litho; (3) 


deep offset or offset-deep; (5) bi-metallic process. 


(b) Give one example of a suitable 
for each of the processes referred to 


2 


ucts, it is essential 


this could be done. 
Time: 3 hours 


advertising subject 
in (a) above. (a) 


ments in the 


to keep a strong family resemblance be- 


tween the packs. Describe the ways in which you think that 


3 


A national and regional newspaper campaign is to include 
illustrations of domestic interiors with figures. 


Examine, for 


the benefit of an imaginary advertiser, the advantages and 
disadvantages of using: (1) line drawings; (2) line and wash 
drawings; (3) scraper board drawings; ‘4) photographs. 
(1) direct 
auto-lithography; (4) 4 
Supply written briefing to a studio or artist’s agent for any 


two of the following:— 
An illustration of a light lorry 


for dealer advertise- 
African and Indian press. 


(b) An illustration of a social function for perfume ad- 


Draft a specification on which a printer could quote for a 
112-page plus cover mail order catalogue, to be printed 96 pp. 
monochrome and 16 pp. full colour. Cover: pp. 1 and 4 in 
full colour; pp. 2 and 3 in monochrome. Size Royal 8vo. 
Quantity, 100,000. Quality and not cheapness is to be the 
keynote. Customer’s own paper. 


3 


What would be the cost to the customer of the text paper 
for the catalogue referred to in Question 2, if the paper mer- 
chant’s quotation was D. Royal 80 1b./500, 1s. 3d.? 


4 


What are the characteristics of gravure inks, as compared 
with letterpress and litho inks? 


5 


Define as many as you can of the following terms:— 
(1) tipped-in illustrations; (2) kerned letter; (3) blind emboss- 
ing; (4) yapp cover; (5) French fold; (6) signature (in book- 
binding); (7) F.L., F.V. (relating to inks); (8) work and turn: 
(9) point set; (10) cursive. 


Your clients are food retailers with 90 branches. They ask 
your advice regarding a scheme to run a series of window 
“posters” for a year, changing once a month. Set out your 
recommendations, which should cover size, method of repro- 
duction, number of colours, approximate cost (excluding art 
work) and any other relevant points. 


7 
Your clients have 5,000 5-colour offset printed sheets which 
they require te be mounted as showcards for semi-permanent 
use. The over-all size of the actual design is 17” x 11%” on a 
sheet 20” x 15”. Write out a specification on which a show- 


card mounter could quote. Your clients ask for a hoi 
treatments. —" 


Advertisement Design and Presentation 
Division “‘D" Time: 3 hours 
Answer five questions 


1 
Showcards for counter display are to be prepared intro- 
— Being range of jams and preserves. 
a at qualities do you consider important i 
the showcard? 24 ni aa 
(b) In the light of your answer to (a) discuss the com- 
parative merits of (1) colour photography; (2) black 


and white photography with colour added: (3) artwork 
in full colour. 


Packs are to be designed for a large range of toilet roducts, 
Notwithstanding variations in the size of the poner a prod- 


vertising in London and Paris luxury magazines. 

(c) A colour illustration of confectionery for cinema 
screen advertising. 

(d) A colour illustration 
screen showcard. 


of 


5 


Give a short critical appreciation of a type face with which 
you are familiar, describing its good and not so good features 
and the conditions under which it is most suitably employed. 


an electric iron for a silk 


6 | 
A design has been prepared for four colour line blocks | 
with no overprinting. The colours used 
blue, vermilion and lemon yellow. 
(a) What would be the effect of an unfiltered black 
white photograph of this? 
(b) How would you prepare it fo: 
in black and white? 
7 


The following elements only are to be used in a 6” d.c. press 
advertisement:— 
(a) Drawing or photo, to actual size, of a fountain pen 
(b) Headline—THE SCRIBE PEN MAKES WRITING A) 
PLEASURE | 
(c) One hundred words of body matter 
(d) The sub-line—WITH BROAD, MEDIUM OR FINE, 
NIB 15/6 
(e) Baseline—THE SCRIBE PEN, Made by Smith, Brown | 
and Robinson, London. | 
Suggest with a rough sketch a suitable layout and anno- | 
tate your treatment of the various elements. 


and | 


Campaign Planning and the Principles and | 
Practice of Advertising 


Division “‘D”’ Time: 3 hours | 


Answer both questions 


A manufacturer with an established reputation in 
household soap trade, and a sales force capable of ensuring | 
a thorough national distribution, is considering launching al 
new brand of household pine disinfectant. He has no previous 
knowledge of the disinfectant market. He commissions you, as 
his advertising agent, to study his new problem and advise 
him on all aspects of the introductory advertising including 
the first year’s tactics and budget, the copy and media policy, | 
display material and any other matters you consider important. | 

Draft a brief initial report. 

In a recent debate in the House of Lords, Lord Lucas said: | 
“Advertising...is a prostitution of the art of good selling. | 
By and large it does not purport to give a description of the 
goods ...It is not informative, but persuasive.” 

A noted economist in a recent article said: “If advertising 
is a system of information, then it is biased, inadequate, and 
unduly expensive.” 

Having regard to advertising as generally practised to-day, 
discuss briefly the social and economic implications contained 
in the above statements. 


Advertising Age, December 20, 1954 


No Degrees Granted Students at 


At the recent eastern confer- 
ence of the American Assn. of 
Advertising Agencies, David 
Ogilvy, president of Ogilvy, 
Benson & Mather, outlined a 
program for the improvement 
of the advertising industry, one 
phase of which was the estab- 
lishment of an institution of 
higher education for the train- 
ing of admen (AA, Nov. 29). 
Last week ADVERTISING AGE 
presented some of the mixed 
reactions to Mr. Ogilvy’s pro- 
posal. The following reaction to 
these reactions was one not- 

very-serious result. 


BILLiIncs, Mont., Dec. 14—Re- 
splendent in their Viyella robes 
and multicolored eyepatches, un- 
dergraduates of America’s newest 
educational institution, 
U., gathered here today for Convo- 
cation Day exercises. 

The new school, organized to 
train men and women for careers 
in advertising, was established fol- 
lowing a proposal made by David 
/Ogilvy, president of Ogilvy, Ben- 
'son & Mather, New York, at a con- 
ference of the American Assn. of 

’way back 


|Advertising Agencies 
jin 1954. 

The day’s program, held on the 
university’s athletic grounds, The 
Field of White Space, opened 
with mass singing of the new alma 
mater song, “Help Keep Us Alive, 
Make It Seventeen Point Five.” 
|Musical accompaniment came from 
the band of the local secondary 
ischool, Billings High. An interest- 
|ing contrapuntal effect arose when 
‘a group of visitors, wearing sweat- 
‘ers carrying the initials ANPA and 
MAB, set up a rhythmic chant of 
\“Hold that linage, hold that lin- 
lage.” 


# In the principal address of the 
day, Edward Whitehead, doyen of 
men, told the students that the 
purpose of the school is to prepare 
'them for a career of service. “You 
are today crossing the threshold of 
that career,” he said. “It will be a 
career of service to the public, to 
your clients, and to the advertis- 
ing profession. 


‘Ineffable U'—They Get Commissions 


“But, leave us face it,” he con- 
tinued, “in this era of supermar- 
ket merchandising, it will be pri- 
marily a career of self-service.” 

Examination of the university's 
prospectus reveals that the faculty 
will be made up of leading adver- 
tising executives, to be called pro- 
fessors, because they profess to 
know what they’re talking about. 
Students will be prepared for the 
degree of B.H.P.S.—Bachelor of 
High Pressure Sales. 

But instead of receiving di- 
_plomas at the end of four years, 
they will be awarded commis- 
sions. There will be no advance- 
/ment from class to higher class at 
_the end of each semester as is 
customary at other universities; 
|instead, promotions will be con- 
| tinuous. 


Ineffable | 


= Members of the class entering 
the university today were chosen 
largely on their ability to talk 
back to clients, and consequently 
are known as fresh men. As the 
school grows, new courses are 
planned for addition to the cur- 
riculum. 

| It was learned, for example, 
\that next year a course in export 


advertising will be offered, con- 


| sisting of a series of lectures on 
‘motivations of consumers in Ja- 
|pan, under the collective title, 
\“*What Makes Samurai Run.” 

There will be an extensive ath- 
letic program, with special empha- 
sis to be placed on training in the 
kick back, the split fee formation 
|and in pulling in the tenuous tie- 
in from deep left field. Students 
‘will be taught the advantages of 
careful personal grooming, and 
practically the entire male section 
|of today’s entering class has al- 
‘ready signed up for Beard Trim- 
'ming I. 

Ma Tini, house mother at Haffa 
Pica Indent, told ADVERTISING AGE 
that she anticipated little difficulty 
in maintaining decorus relation- 
ships between the members of the 
co-educational student body. “All 
study of reactions of the sexes,” 
she said, “will be confined to con- 
trolled experiments in the school’s 
‘Motivation Research laboratories.” 


Washington Adclub Forms 
Special Ad Council 

The Advertising Club of Wash- 
ington has established a miniature 


of the 
Capital Com- 


activities 
National 


promotional 
Greater 


of Trade. 
The committee, under the chair- 


tising agencies, broadcast media, 
press, retail advertising depart- 
ments and hotels. 


New B.B. Pen to Bow 


B. B. Pen Co., Hollywood, will 
|launch an ad program for its new 
15 
‘with ads in 30 newspapers and 
with tv spots in about 40 major 
markets. The new pen, when held 
upright, automatically disappears 
into the barrel. A twist of the wrist. 
the |causes the point to slide out and 
lock automatically for writing. It 
will retail for $1.95. The B. B. ac-| 


Blythe Automatic pen Feb. 


‘count has been moved from Hilton 
& Riggio to Fairfax Inc., both of | 


New York. 


Ink Company Promotes Two 


R. H. Wilhelm, production man- | 
ager of Charles Eneu Johnson Co., 


Philadelphia manufacturer 


Reilly, Brown Adds Bakers 

_ Master Bakers’ Assn. of Greater 
Boston has appointed Reilly, 
Brown & Tapply, Boston, to handle 


advertising council to back up the! its advertising and pvblic rela- 


tions. The agency’s San Francisco 
‘office has been appointed to han- 


are black, cobalt mittee of the Washington Board dic advertising for the Master 


|Bakers’ Assn. of the Bay area. 
|Newspapers and radio will be 


press reproduction, manship of William E. Coyle, pro-| yseq. 
‘motion director of the Washington | 
|Star, includes experts from adver-, 


| 
| 


"NO MYSTERY—Perhaps the riddle of 


of |the Sphinx has been solved. He 


printing inks, has been elected) wanted a Milky Way bar. This is 


a v.p. L. C. Herkness Jr., formerly | 
v.p. and sales manager, has been | 
elected president, succeeding his 
father, L. C. Herkness, who be- 
‘comes chairman of the board. | 


part of a continuing series being 

run by Mars Inc. Copy is brief, art 

work sketchy except for the bar. 
Leo Burnett Co. is the agency. 
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the Queen Is at 
YAM the Market 


working for the money! 


...and since this Queen is a typical COMPANION reader — 


Her mind is on her home—and her home is her castle! 
the castle. 


why they give her what she wants ... homemaking and 


guide — she believes and trusts what she reads in it. 


time — in the COMPANION every month! 


the Companion 
caters to the Queen in her Castle! 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19,N. Y. 
= — Publishers of Woman’s Home Companion, Collier’s, The American Magazine 


she is buying more bread and honey than the average shopper. 
For the COMPANION reader has a larger than average family. 


Buying bread and honey is just one part of the job of running 


It’s a big job. Her job. And Companion editors know it. That’s 


meal-planning help — child-care advice—beauty and fashion tip 
and the best in fiction. The Companion is her friend and her 


So be sure your advertising is in the right place, at the right 
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PARENTS’ MAGAZINE'S 
| ALBUM OF 


Famous 
FATHERS > 


“AAY WIFE hos read PARENTS’ 


since before we were nior- 
ried; it's one of her favorite — 


magazines. In fact, we refer to — 


it constantly in bringing up our > 
children, Mony of the ideas for — 


‘our home came from PARENTS’ 
family home columns.” he 


sir, and to you, along with 


3,250,000 ether mother and = 
tather-readers of equally sound 


judgment, Our advertisers, 

we are sure, concur! 
FAMOUS FATHERS AGREE: Women are wonderfu 
... but MOTHERS are better and bigger customers! 


He puts two and two together— 
that makes four children —and 
asserts proudly; oe 


ee 


he - 
es 


es 
Our compliments fo. your wife, | 


a te 


ANN Arsor, Dec. 14—Educators, 
merchandising experts, editors 
and designers spen! two days last 
week taking an analytical look at 
the American consumer, and they 
didn’t like much of what they saw. 

The peek was taken at a two- 
day University of Michigan con- 
ference on “Design and the Ameri- 
can Consumer.” 

About all the experts could find 
good about the American consumer 
was that he liked to spend his 
money and that it didn’t take 


As for American tastes in home 
decoration and furnishing, they 
came in for some specific con- 
demnation. 


a Joseph Hudnut, dean emeritus 
of Harvard University, said: 
“The sad truth is that the esthe- 
tic standards of the American peo- 
ple are dismally low; that the peo- 
ple prefer in their homes the ug- 


much urging to get him to do so. 


Design Experts Like American Consumer's 
Spending Ways, but Deplore Buying Tastes 


liest examples of the household 
arts; that they seem to be happy in 
the midst of these nightmares.” 

He decried the lack of effect of 
magazines which he said offer 
the public month after month ex- 
amples of good household art 
which their readers are invited to 
imitate. 

“The public must be awakened 
so that, surrounded by beauty, 
they may lead more’ whole- 
some lives,” said Mr. Hudnut. “An 
‘example is the doctrine of sim- 
plicity. Simplicity is not a matter 
of taste; simplicity is a _ virtue. 
The common man is naturally un- 
affected, sturdy, honest. He has 
been corrupted by civilization. 

“But in every genuine democ- 
racy the people will decide for 
themselves what they like,’ Mr. 
Hudnut conceded. 


= Other experts at the meeting 
pointed out that the public often 


Son) 
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WHAT MAKES AN EXECUTIVE? 


To every executive who'd like to be a better executive, 
and to every business or industrial worker who'd like to be 
anexecutive some day, we'll hereby recommend what strikes 

S$ as an ex- 

raordinary 
article in the 
current (July- 
August) Har- 
vard Business 
Review. 

It’s “The 
Top Executive 
ot. i —a Firsthand 
| Profile,” by a 

What puts ‘em behind those doors? couple of man- 
agement consultants named Robert M. Wald and Roy A. Doty. 

These gentlemen set forth about three years ago to find 
out, if they could, what makes a typical top executive of a 
big enterprise tick. Thereby, they hoped to work out a set 
of methods by which business and industrial concerns could 
spot promising executive material among their younger em- 
ployes and help them develop their talents in time to step 
satisfactorily into retiring executives’ shoes. 

The pair got the cooperation of 33 really big shots of 
U. S. business and industry, including 17 board chairmen or 
presidents, 13 vice presidents, and three secretary-treasurers, 
ranging in age from 38 to 69. Names are withheld in this 
article, but the Harvard Business Review's editors assure 
the reader that the 33 men make up “an unusually success- 
ful group of top-level executives.” 

Messrs. Wald and Doty went painstakingly into each 
man’s family and educational background, health, business 
habits, views on life and living, hobbies, etc., etc., with the 
object of getting as full a picture vf the entire man as 
they could. * . * 


From their research, Wald and Doty concluded that the 
typical top U. S. executive has 13 outstanding qualities, 
which seem worth listing here: 

1—has derived self-confidence from a happy home life 
in his young years ...2—is extremely attached to his 
present home and family . . . 3—got himself much better 
educated, somehow, than most other people .. . 4—grabs 
every chance that comes along to increase his education, no 
matter how long ago he reached the top of his organization. 

5—from childhood on, has been active in organizations 
—Boy Scouts, fraternities, college clubs, civic groups, etc. 
. . - 6—is interested in religion “as a force toward develop- 
ing high moral and ethical standards” .., 7—has good 

P health, and does his best to keep it. 
Thirteen 8—is interested in people, especially in 
Qualities cooperation among people; promoting plant 

good-will interests him more than the tech- 
nical side of his job . . . 9—has “very superior mental and 
analytical ability” . . . 10—is serious and conscientious, but 
Willing to take calculated risks. 

1l—is always looking for new and better ways to do 
things; also for new things his company might do... 
?2—ia realistic about his personal problems, forthright in 
dealing with other people . . . 13—is “ambitious and able 
to identify his ambitions with those of his company to an 
outstanding degree.” 
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Maybe the picture is somewhat idealized, but that’s the 
way Wald and Doty see the 33 executives. How do the 
executives see themselves ? 

A majority of the 33 gave, as the chief reason for their 
succéss, an ability to get along with other people—to be 
tactful, considerate, and somehow able to inspire loyalty. 
Next in importance were listed talents for efficiently organiz- 
ing one’s own work and that of one’s subordinates, for 
assigning responsibilities to others, and for steaming up em- 

£ ployes’ enthusiasm aboutany job in hand. 

Advice to What advice would most of these execu- 
The Youth tives give to ambitious young employes? 

This may surprise you; but “85% ... 
commented that they would consider no person for a top- 
level position unless ... he had exhibited an extremely 
high degree of interest in the work of the entire company 
as well as in his own particular job.” 

A close second to this master-tip was to cultivate the 
abovementioned ability to get along with other people. 

Of course, it seldom hurts a man’s chances for advance- 
ment to marry the boss’ daughter. And luck, we imagine, 
has played a considerable part in many an executive's rise 
to the top. The best bet, though, seems to be to put your 
heart into your job, aim always at a higher job, cuitivate 
your brains, and be a cooperative guy or gal. 

Take it away, executives and would-be executives. If 
you want reprints of the entire article, they can be had at $1 
apiece, with lower rates for quantity orders, from Harvard 
Business Review, Soldiers Field, Boston 63, Mass, 


And was the 
HARVARD BUSINESS 
REVIEW Surprised ? 


We were, too. Even after thirty-five years, this 


newspaper continues to surprise us. And we work here! 


... What newspaper” The New York News. 


For instance, the August 15 issue of the Sunday 
News ran an editoris! titled “What Makes An 


Executive?” ... digested from an article in the July- 


August issue of the Harvard Review. Messrs. Robert M. 


Wald and Roy A. Doty had researched thirty-three top 


men in big companies, and told how they got that way. 


The editorial ended “If you want reprints of the 


entire article, they may be had at $1 apiece from Harvard 


Business Review, So'liers Field, Boston 63, Mass.” 


Well, to date the Review has received 553 requests 


for reprints. Many «ime on big corporation letterheads, 


and some were penciled on cheap note sheets. But all 


were accompanied by one dollar or more... and all 


mentioned the Sund:y News editorial! 


The obvious moral is that you can’t help reaching a 


lot of executives in lie News. And they are even more 


likely to read your a:vertising in The News than in 


publications executi\ cs are supposed to read-~because 


The News is a daily |\abit with two-thirds of the adult 


population of New York City! 


THE (a NEWS, 4. 


with more than twice the 
of any other newspaper 
220 Fast 42nd St.. New 
Tribune Tower, Chicago 


... 1127 Wilshire Blvd. 


{merica... 
cork City... 


Los Angeles 


« York's Picture Newspaper... 


irculation, daily or Sunday, 


. 155 Montgomery St., San Francisco 


Advertising Age, December 20, 1954 


GORDON A. HUGHES, formerly di- 
rector of the market analysis de- 
partment of General Mills, has 
been named director of marketing 
research of Scott Paper Co., 
Chester, Pa. He succeeds J. Daniel 
Bowden, »»ho has been appointed 
director of a new product develop- 
ment department. 


doesn’t buy what it likes, needs or 
wants. Group pressure and a de- 
sire to escape from humdrum 
things often lead people to buy, 
they agreed. 
More than 150 designers, man- 
ufacturers, artists, educators and 
architects were attracted to the 
conference sponsored by the Uni- 
versity of Michigan and Boston 
Institute of Contemporary Art. 
“When a person of modest back- 
ground becomes successful and 
starts buying Picasso paintings 
and Swedish glass, does he really 
like them or does he feel it is ex- 
pected?” asked Carl Maas, art di- 
rector for Standard Oil Co. of New 
Jersey. 
“It often represents what he 
thinks he should have, not what 
he likes,” he answered. 


@ Mr. Maas added: “The truest 
thing I ever heard said is that 
Americans like to look just a little 
richer than they are. And that’s all 
right—that’s the promise of 
America.” 

The delegates to the meeting 
boiled “taste” down to this defi- 
nition by Eric Larrabee, associate 
editor of Harper’s Magazine: “It’s 
what you like.” 

Robert Iglehart, chairman of the 
art education department, New 
York University, said the edu- 
cator’s role should be to make 
taste a matter of personal dis- 
crimination, not “sheep following 
sheep.” 

But Mr. Larrabee saw some hope 
for the berated consumers, on the 
grounds that “at least, they are 
trying.” 

“TI like to call the type of people 
that we need to help us spread the 
gospel of good taste the Steven- 
son, high-fidelity, do-it-yourself 
person,” he said. 

He didn’t explain what he 
meant. 


# Richard S. Burke, manager of 
merchandise development and 
testing laboratories for Sears, Roe- 
buck & Co., predicted that archi- 
tects who have taken away the 
home basement soon will take 
away the utility room. 

“That will mean,” he said, 
“that the kitchen must be large 
enough to accommodate laundry 
facilities, and that is good because 
the better and larger the kitchen 
the better the psychological effect 
upon the housewife. 

“Designers are trying to rid the 
kitchen of its hospital atmosphere, 
but so far sales don’t show a great 
preference for color, however.” 


Bozell & Jacobs Elects V.P. 
Harold G. Anthony, with the 

Shreveport,. La., office of Bozell 

& Jacobs for the past four years, 


has been elected a v.p. of the 
‘agency. William J. Hanvik, for- 
/merly advertising manager of Toro 
Mfg. Corp., has joined Bozell & 
Jacobs’ Minneapolis office as an 
account executive. 
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copies of the American will be 
home-delivered in Chicago and suburbs! 


The home-delivered circulation of the American is more than all the 
people who live in Tulsa or Des Moines... Nashville or Youngstown... more 
people than in the whole state of Nevada! 


In fact, the total circulation of the Chicago American, over 520,000, is 


more than the population of all but 17 cities in the entire country! 


The American not only has by far the largest home-delivered circula- 
tion in the evening field in Chicago and suburbs, but we estimate it has the 
second largest home-delivered circulation of all four metropolitan news- 
papers in this area, too. 


We have to estimate these comparisons because the American is the only 
Chicago newspaper whose home-delivered circulation is audited by the A.B.C.* 


The American offers advertisers home power they can measure. Home- 
delivered circulation is steady, consistent and loyal. It goes to families who 
want the American delivered to their homes every evening. It’s not left on 
the train by commuters. And we all know that most of our buying decisions 


for the following day are made at home at night. 


When you want to sell people, sell them at home first. So doesn’t it make 
sense to advertise your merchandise in the Chicago American? The American 
i is the first and only Chicago newspaper to have its home-delivered circulation 
| audited by the Audit Bureau of Circulations. 


*The American is the first and only Chicago newspaper to 
provide a breakdown, subject to audit, showing ‘ 
_home-delivered circulation in A.B.C. Publishers’ Statements * 
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— Here’s your Market — 
1,500,000 

100% paid-in-advance women subscribers . . . had 
to believe in The WORKBASKET to buy o subscription 
cash in advance . . .and they respond to suggestions 
in The WORKBASKET because they believe in the 
magazine that rates first choice with them. 
The WORKBASKET’S selling power is strong and sure. 


Advertising Age, December 20, 1954 


for SELLING POWER ‘versatscme: te: teen namea qulemmational Stee! 


to the new position of general sales Marks 75th Bir thday 
manager of Ac’cent, a product of, 


‘the Amino Products division of, of Revolving Doors 


International Minerals & Chemi-| EVANSVILLE, IND. Dec. 13—lIf 


cal Corp., Chicago. Mr. Kramer things-seem to have been spinning 
formerly was sales manager of the recently, it may be because the 


Ac’cent institutional, military and | country’s 15,000th revolving door 
‘government department of the di- was installed here last week. 


vision. John T. Honquest Jr. has! Ceremonies marking the 75th 
been promoted from advertising’ anniversary of the invention of the 
‘production manager to assistant “always open, always closed” en- 
advertising manager for Ac’cent.| trance by Theopolis Van Kannel 


Beverly J. Christensen, formerly were held here by International 
Mr. Honquest’s assistant, succeeds Stee] Co., world’s largest manu- 


him as advertising production | facturer of the revolving door. 
manager. Scrolls honoring Vernon Read, 


The WORKBASKET 


A Modern Handcraft Publicatio: 
543 Westport Rd., Kansas City 11, Mo. 


NEW YORK, 489 Fifth Avenue, Murray H'!! 2-2492 
CHICAGO, 360 N. Michigan Avenue, Andover 3-6929 
PASADENA, CALIF., 234 E. Colorado Street, Ryan 1-9155 
DELAND, FLA., 202 Conrad Building, 1417-W 


Coutney Named Publisher 
Worth C. Coutney has been 
named publisher of All Florida, 
magazine supplement published by 
the John H. Perry Newspapers, 
Ocala, Fla. Mr. Coutney was pub- 
lisher of the Chicago Herald 
American from 1948 until he re- 


tired in 1953. 


An opportunity 


almost without limit... 


markets overseas 


The 163 million people in the U. S. make 
up only 9.2% of the people in the world 
markets now open to normal U. S. trade. 


This means an almost limitless oppor- 
tunity to expand the markets for U. S. 
goods and services abroad. How important 
these markets are today may be seen from 
the following: 


@ An aircraft maker reports 25% of its sales 
of commercial planes go abroad. 


@ A business machine maker reports an In- 
crease in overseas business of 35% in one 
recent year; a radio manufacturer, 89%. 


@ A cosmetics firm reports 47% of its total 
net sales . . . an oil company, 28.6% ...a 
drug manufacturer, 39% ... a razor blade 
maker, nearly 50%, in overseas business. 


@ AU.S. magazine publisher reports that 29 
editions published outside the United States 
is 75% of his United States circulation. 


Living standards overseas can increase at a 
rate far greater than in the U. S. because there 
is greater opportunity for development in 
many areas. 

If you are in these markets or considering 
entering them, we would like to discuss with 
you the problems involved. 


In 16 countries we have completely staffed 
organizations. In each of our international 


Pre a 


offices, over 95% of the staff are lifelong resi- 
dents of the country. 


Out of 372 people in our London office, for 
example, 370 are British subjects. Out of 260 
in India, 255 are natives of the land. Of 176 
in Brazil, 170 are native Latin Americans. As 
a result, our clients’ advertising and promotion 
is in the idiom of the local market. 


The reason for our continuous growth over- 
seas is that J. Walter Thompson Company 
gives the xdvertiser the benefit of a complete 
knowledge of all local conditions— plus man- 
agers who «re trained in world-wide marketing 
and adver!ising. This experience is continuous- 
ly enrich 4 by constant communication and 
frequent | vel (now largely by air) toand from 
the home ‘fice. If you are interested in these 
expandin. opportunities, write J. Walter 
Thompso:, Company, 420 Lexington Avenue, 
New Yor). 17, N. Y. 


J. WAi TER THOMPSON COMPANY 
420 Li «ington Avenue, New York 17, N. Y. 


New York Chicago Detroit San Francisco 
Los An_:!es Washington, D. C. Miami 

Montreal London Durban 
Toronto Paris Nairobi 
Mexico Cit Antwerp Bombay 
Buenos Air: Frankfurt Calcutta 
Montevide: Milan New Delhi 
Rio de Jan« Johannesburg Sydney 
Sao Paulo Port Elizabeth Melbourne 


Santiago (Cie) Cape Town 


a 


associate editor of Architectural 
Forum, Burton Holmes, technical 
editor of Progressive Architec- 
ture, and Robert Boger, publisher. 
Engineering News-Record, cited 
these men for their services in 
“educating the public in the use 
of revolving doors.” 

Walter Koch, International’s 
president, noted that many manu- 
facturing processes today require 
close heat, air and humidity tol- 
erances, and the principle of the 
revolving door is suited to over- 
coming these problems. Textile, 
|chemical, electronic, automotive 
‘and atomic energy plants are 
‘among those he said he believed 
'could benefit by such installations. 


s “Factories are beginning to 
realize the greater safety and 
economies offered by rotary 
doors,” Mr. Koch _ continued. 
“Standardization of entrance de- 
sign and manufacturing processes 
make it possible now to offer low- 
|cost entrances to industrial estab- 
|lishments at the rate of 1,000 units 
|every year. The average plant 
|'manager can now buy one of our 


“entrances the way he buys all oth- 
;er standard plant equipment, and 
|he can have it installed within four 
/ weeks.” 

A recent industry survey, he re- 
vealed, indicated that 10,000 man- 
ufacturers would install industrial 
revolving doors as that number 
becomes available. 


F&S&R Adds True Temper, 
Texon; Appoints Three 

Fuller & Smith & Koss, Cleve- 
land, has been appointed to handle 
jadvertising and public relations 
for True Temper Corp., Cleveland 
maker of garden, lawn and farm 
tools, golf club shafts, fishing rods 
and tackle and railroad anchors. 
The company is planning an ad 
budget of approximately $500,000 
|for 1955. Magazines, trade publica- 
|tions, cooperative newspaper and 
lradio and tv will be used. Gris- 
wold-Eshleman Co. is the former 
;agency. Texon Inc., South Hadley 
‘Falls, Mass., maker of fiber prod- 
ucts, has appointed the agency’s 
New York office to handle its ad- 
| vertising. Texon runs a continuing 
/campaign in Life and leather goods 
|trade publications. 

F&S&R has appointed A. Hughes 
Wilson Jr., Robert A. Neuser and 
Donald W. McDonald _ account 
executives in its New York office. 
Mr. Wilson, formerly with Geyer 
Advertising, and Mr. Neuser, pre- 
viously with Roy S. Durstine Inc., 
will work on Westinghouse ac- 
counts, and Mr. McDonald, for- 
i'merly with Galland Advertising, 
‘will serve’ the Sabena Belgian 
| Airlines account. 


McShane to ‘Business Week’ 

| Business Week, New York, has 
appointed James E. McShane a 
district manager, with headquar- 
ters in its Chicago office. Mr. Mc- 
Shane formerly was a salesman in 
| the Detroit office of Conover-Mast 
| Publications Inc. 


CBS-TV Opens New Office 

CBS Television will open a 
West Coast station relations office 
| at 1313 N. Vine St., Hollywood, on 
Jan. 1. Bert Lown, a member of 
the CBS field staff since 1951, 
will manage the office. 
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TONI INTRODUCES—Casual, new pin- 
curl home permanent, is being in- 
troduced by Toni Co., Chicago, 
this month. Clinton E. Frank Inc.| 

is the agency. 


‘Casual’ Pin Curl 
Makes Bid for Home 
Permanent Market 


CHICAGO, Dec. 14—Toni division | 
of the Gillette Co. is making an) 
added bid for the home perman- | 
ent market with its new pin- | 
curl permanent, Casual, which | 
is being distributed nationally to) 
retail outlets. 

Toni claims that its new home| 
permanent is the fastest, easiest 
one on the market. R. N. W. Harris 
president of the Toni division. 
says, “Toni is introducing it into) 
the home permanent market... to) 
satisfy consumer demand for a 
pin-curl permanent that is even 
faster and easier than those now 
being sold.” Mr. Harris estimates 
that home permanent buyers will 
use more pin-curl permanents| 
than ever before. | 

The Casual kit, containing wav-) 
ing lotion, specially-coated bobby | 
pins and six midget curlers, will | 
retail at $1.50 plus federal tax. 


= A national all-media campaign 
to introduce Casual will open Jan.) 


1 with five network tv and radio | 
shows and a tv spot campaign. 


Newspaper ads, and color and b&w |‘ 


ads in fashion, service and mass | 
magazines will follow. 

Guy B. Mercer, account super-. 
visor of Clinton E. Frank Inc., is! 
handling the account. | 


Nielsen Opens West Germany | 
Office; Adds 14 Stations | 

A. C. Nielsen Co., Chicago, mar-| 
keting research organization, has) 
opened its seventh foreign af- 
filiate, A. C. Nielsen G.m.b.H., at 
Hassengasse 25, Frankfurt am 
Main, Germany. The new office, 
under direction of Justin Power, a 
director of A. C. Nielsen Co. Ltd., 


Oxford, will provide German and) 
international clients with reports} 


on sales of brands and commodi- 
ties through retail food and drug 
outlets serving West Germany. 

Fourteen U. S. radio and televi- 
sion stations and two advertisers 
have signed for Nielsen Station In- 
dex reports. 


NBC Builds Film Exchange 

A new building is now under 
construction in Englewood Cliffs, 
N. J., to house the NBC film ex- 
change, which now ships 3,500 
prints a week to tv _ stations 
throughout the world. The build- 
ing, necessitated by the increased 
sales of the properties of the NBC 
film division, will be ready for oc- 
cupancy early next year. 


’ 


Morgan Campbell Joins ‘True 
Morgan S. Campbell, formerly 


copy chief of Hare Advertising. | 


Boston, has been named promo- 


tion and merchandising manager | “ 


of True, New York, a Fawcett 


publication, effective Dec. 13. He| 


succeeds Scott Healy, who has 


resigned. 


Rose to Farm Paper Unit 
Maury Rose, formerly with 


Successful Farming, Des Moines, | 
has been named to head the De-| 


troit territory of Midwest Farm 
Paper Unit. 


, 1954 
Lavine Leaves ‘Seventeen’ 


signed as health and beauty edito 


Advertising Associates, Detroit, 
as re-|to handle advertising for Chip- 
, | Pewa Chief syrup. Local news- 
papers and radio will be used. 


Beth Harber Lavine h 


of Seventeen to open her own edi- 
torial and merchandise consulting | 
office in New York. She will also 
write copy for the cosmetic and 
fragrance industry. 


|Caterer Names ArtCopy 
Flower Enterprises Inc., New 


York, flower catering service for 
business occasions, has appointed 
Art-Copy Advertising, Newark, to 
‘direct advertising, sales promotion 
and public relations. Newspapers 
will be used. 


| 


Michigan Maple Appoints 


Michigan Maple Products Co., 
Detroit, has appointed Garfield 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 
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THE TELEGRAM LEADS 


IN CHAIN FOOD STORE 


LINAGE 
WITH A TOTAL OF 53/7, 847 unes 


Media Records 8 mos. ending Aug. 31/54 


OVER 600,000 PEOPLE READ THE TELEGRAM DAILY 


In Toronto and Retail Trading Zone 
286,000* people read The Telegram 
as their only daily newspaper 
_ «+. an exclusive market larger than 
“Na the total population of Des Moines, 
lowa, South Bend, Ind., Tulsa, Okla. 
or Chattanooga, Tenn. 


*Gruneau Research Ltd. (representing Daniel Starch and Staff) 


+) THE TELEGRAM 


DAILY plus WEEKEND, TORONTO 1, CANADA 


eterno ib BAe BibT tn ak en 


Z 


METROPOLITAN 
TORONTO 
IS CANADA'S 
RICHEST MARKET 


11.74% of all Retail 
$1,430,603,000.00t 
Sales in Canada 


\ 


% 


tSales Management 
(May) 1954 
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O'MARA & ORMSBEE, INC., 

420 Lexington Ave., New York, N.Y. 

640 New Centre Bidg., Detroit, Michigan. 

Wacker Building, 221 North LaSalle Street, Chicago, Ill. 

612 South Flower Street, Los Angeles, California. 

Russ Building, 235 Montgomery Street, San Francisco, California. 


seaimera 


J. A. WEIR 

1106 Dominion Sq. Building, 
Montreal, Que. 

3456 USB 


MORE THAN 600,000 ADULT BUYERS IN CANADA'S RICHEST MARKET READ THE TELEGRAM 
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Best Heads Pencil Makers 


° e mi : Alfred H. Best, president of 
Exclusive in the Hospital Field.... Every Ad in Every Issue Richard Best Pencil Co., Spring- 
field, N. J., has been elected presi- 


- turers Assn. Other new officers 
include Oscar E. Weissenborn, 
president of General Pencil Co., 
Jersey City, N. J., v.p.; Lawrence 
Levine, president of Reliance Pen- 
° ° cil Corp., Mt. Vernon, N. Y., treas- 
Highest Voluntary Paid urer; Samuel Blumberg, secretary 


alae 288 Circulation in the Field and general counsel, and Clyde 


at “ wey | rated by READ EX dent of the Lead Pencil Manufac- 
FREE to Advertisers C ‘ 


nom 
READEX. .=— 


the widely accepted method of Lee | ABC - ABP T. Nissen, exec. v. p. 
testing your copy and layout § ~3 HOSPITAL 


technique. ae “* PUBLICATION ‘Outboard’ Opens New Office 


Outboard, Jacksonville, Fla., has 
Readex also checks on editorial} Continued Circulation Growth opened a Chicago office at 28 E. 


content for our guidance. == =< iiishows definite leadership [Jackson Blvd. The office is under 


among all hospital publica- the management of Ben Parsons, 
recently sales manager of Hunting 


H OS Dp I t a i - - oe |/"Ons- & Fishing. 


Siennick Joins Keystone 


7 P = Charles C. Siennick, formerly a 
a h | g e Mm e nh < salesman with Knapp Engraving 


Co., New York, has been named 


105 West Adams St. . Chicago 3 sninageasstaneieaionedl v.p. in charge of sales of Key- 
BAKING INDUSTRY @ THE CANNER @ HOSPITAL MANAGEMENT stone Photo-Engraving Corp., 
‘New York. 


” 


+ 


This advertisement cost $1,228°° 


and was noted and remembered by 


20% of the women and 33% of the men, 


«170,682 readers 


(or 139 readers per dollar) 
of The Los Angeles HERALD-EXPRESS 


August 19th, 1954 issue 


Space: 1575 lines 
based on 
Daniel Starch & Staff Research Survey 


A good illustration of Sound Advertising 


_ It stars the PRODUCT 
2. A low rate factor 
3. In a medium where advertising is welcome 


The Los Angeles market is heavil concentrated 
in Los Angeles Count, 


The HERALD-EXPRESS heavily corcentrates its 
circulation in Los Angeles County 


the Los Angeles Herc id-Express 
Largest Evening Newspaper on fi 2 Pacific Coast 
Circulation over 300,00: ABC 


Represented nationally by MOLONEY, REGAN & 3CHMITT, INC. 


| Coming 


Conventions 


*Indicates first listing in this column. 

Jan. 10-13, 1955. National Retail Dry 
Goods Assn., 44th annual convention, Ho- 
tel Statler, New York. 

*Jan. 16-19, 1955. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago. 

Jan. 20-22, 1955. Assn. of Railroad Ad- 
vertising Managers, annual meeting, 
Sheraton Hotel, Chicago. 

*Jan. 26, 1955. Point-of-Purchase Ad- 
vertising Institute, merchandising forum, 
Hotel Roosevelt, New York. 

Jan. 29-30, 1955. Advertising Assn. of 
the West, annual midwinter conference, 
Hollywood Roosevelt Hotel, Hollywood, 
Cal. 

Jan. 29-30, 1955. Eastern Inter-City 
Conference of AFA Women’s Advertising 
Clubs, Philadelphia. 

Feb. 10-12, 1955. Advertising Federation 
of America, Fifth District convention, 
Dayton Biltmore, Dayton, O. 

Feb. 11-12, 1955. Northwest Daily Press 
Assn., 36th annual meeting, Radisson Ho- 
tel, Minneapolis. 

Feb. 14-15, 1955. Inland Daily Press 
Assn., winter meeting, Drake Hotel, 
Chicago. 

Feb. 16, 1955. Associated Business Pub- 
lications, midwest conference, Palmer 
House, Chicago. 

Feb. 18-19, 1955. Interstate Advertising 
Managers Assn.—Pennsylvania Newspa- 
per Publishers Assn., advertising con- 
ference, Penn Harris Hotel, Harrisburg. 

March 2, 1955. Associated Business 
Publications, eastern conference, Roose- 
velt Hotel, New York. 

March 16-18, 1955. Assn. of National 
Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

March 17-20, 1955. Advertising Federa- 
tion of America, Fourth District conven- 
tion, Tallahassee, Fla. 

April 5-7, 1955. Point-of-Purchase Ad- 
vertising Institute, annual convention, 
Palmer House, Chicago. 

April 13, 1955. Brand Names Day din- 
ner, Brand Names Foundation, Waldorf- 
Astoria, New York. 

April 16-21, 1955. National Business 
Publications, spring meeting, Boca Raton, 
| Fla. 

April 21-23, 1955. Southern California 
Advertising Agencies Assn., annual con- 
ference, El Mirador Hotel, Palm Springs. 

May 9-11, 1955. National Industrial Ad- 
vertisers Assn., annual convention, Sher- 
aton Park Hotel, Washington, D. C. 

May 12-13, 1955. Inland Daily Press 
Assn., spring meeting, Drake Hotel, Chi- 
cago. 

May 22-24, 1955. Magazine Publishers 
Assn., 36th annual meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

May 25-28, 1955. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 5-8, 1955. Advertising Federation 
of America, 5lst annual convention, Pal- 
mer House, Chicago. 

June 8-10, 1955. National Sales Execu- 
tives, convention and sales equipment 
fair, Waldorf-Astoria, New York. 

June 15-17, 1955. American Marketing 
Assn., national conference, Schroeder 
Hotel, Milwaukee. 

June 26-29, 1955. Advertising Assn. of 
the West, 52nd annual convention, Mult- 
nomah Hotel, Portland, Ore. 

*Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jef- 
ferson ‘iotel, St. Louis. 

Oct. 17-19, 1955. Inland Daily Press 
Assn., annual meeting, Drake Hotel, Chi- 
cago. 


AFA Names Judges for 
Achievement Competition 
Advertising Federation of 
America, New York, has named 
five advertising leaders who will 
serve as judges for the 1954-55 
club achievement competition 
canes For the first time in sev- 


eral years, the competition will be 


divided into two categories: clubs 
with under 100 members and those 
with more than 100 members. 

| The judges are Robert M. Feem- 
ster, chairman, executive commit- 
tee, Wall Street Journal; Harold E. 
|Fellows, president, National Assn. 
of Radio & Television Broadcast- 
‘ers; William Hamilton, a member 
of Parliament and executive di- 
| rector of the Federation of Canadi- 
|an Advertising and Sales Clubs; 
‘George E. Whitwell, v.p., Phila- 
‘delphia Electric Co., and Alan T. 
Wolcott, v.p., Audit Bureau of Cir- 
culations. 


M-G-M to Push Musical 


Metro-Goldwyn-Mayer, New 
York, has contracted for a Decem- 
ber schedule on the National Satu- 
ration Group of John Blair & Co. 
stations. The time will be used to 
advertise the new musical, “Deep 
in My Heart.” Donahue & Coe, 
New York, is the agency. 
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ALMOST EVERYWHERE, THANKS TO JAY GOULD AND WOWO! 


Talk about planting an idea! This one sprouted at WOWO and now it’s 
flourishing in every state from Maine to Texas—and in places as far away 
as Greece and New Zealand! 

Here’s what happened: One day Jay Gould mentioned on his Little Red 
Barn Show that a listener had sent him 200 castor beans—and what would he 
ever do with them? Letters by the pack poured in to tell him. Castor beans 
would keep moles out of lawns and flower beds. They would become beautiful 
trees or ornamental shrubs. They would even play a part, as castor oil, in 
sending jet planes soaring! 

So naturally, in typical tell-’em-everything Gould fashion, Jay spilled the 
beans. He told folks all about them—asked his audience to write in for castor 
beans for themselves or for friends anywhere in the world. 

And there was WOWO up to its eyebrows in Castor Bean Correspondence. 


© 


‘Some 2000 replies proved—One: Listeners love Jay. (WOWO knew this all 


the time!) Two: Audience loyalty to Gould is great! Three: Audience action 
is phenomenal. 

All this should prove to you that WOWO—-with its popular personalities, 
its vast 50,000 watt coverage—means business! WOWO sells! All you have 
to do is plant the seed at WOWO, and who knows? Your product might be 
the talk of Tasmania, too! If you want more info, either-Tommy Longsworth, 
WOWO Sales Manager (Anthony 2136) or Eldon Campbell, WBC National 
Sales Manager (PLaza 1-2700, New York) will be glad to spill the beans, too. 


WOWO 


FORT WAYNE, INDIANA 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


wowo, Fort Wayne; WBZ+WBZA ¢ wBz-Tv, Boston; KYW * WPTZ, Philadelphia; KOKA, Pittsburgh; 
KeEx, Portland; KPIxX, San Francisco 


WBC National Representatives—Free & Perers, Inc.; KPIX Represented by THE Katz Agency, INc. 
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in Chicago 


Big sales in the multi-billion-dollar Chicago market reward 
those who use big methods. One magazine is best fitted to help 


you do a big job—the Chicago Tribune Magazine 
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To get big sales in the Chicago and midwest market, you've got to 
look big, act big, be big. Only one magazine—the Chicago Tribune Maga- 
zine—has the coverage and reader interest that enables you to take full 
advantage of the sales potentials here. 


It can put your message into virtually three out of four homes in 
Chicago and suburbs. It can get you responsive attention in practically 
half of all the households in 840 midwest cities and towns of 1000 or 
more population. 


No other magazine comes close to the intensive penetration of the 
Chicago Tribune Magazine. Combined, the five top national magazines 
don’t equal its coverage of Chicago and suburbs. 
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Here’s the reason. It’s the midwest’s own magazine—written and 
edited by midwest people in midwest language, appealing to midwest ideas, 
traditions and aspirations. 


Midwesterners believe in it and respond to it as to no other magazine. 


You get this big action at the lowest cost of any leading magazine 
or Chicago Sunday supplement. 13 full-page color insertions cost only 
3% cents per family! 


Go after the multi-billion-dollar midwest market in a big way. Your 
Tribune representative has the full details. Why not ask him to call? 


Chicago Tribune Magazine 


CHICAGO—A. W. Dreier, 1333 Tribune Tower. SU perior 7-0100 

NEW YORK CITY—E. P. Struhsacker, 220 E. 42nd St. MUrray Hill 2-3033 
DETROIT—W. E. Bates, Penobscot Bldg. WOodward 2-8422 

SAN FRANCISCO— Fitzpatrick Associates, 155 Montgomery St. GArfield 1-7946 
LOS ANGELES—Fitzpatrick Associates, 3460 Wilshire Blvd. DU nkirk 5-3557 


Member: First 3 Marketa Group and Metropolitan Sunday Newspapers, Inc. 
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Happening At A Glance 


3% BOARDMASTER Visual Control 

ak Saves You Time, Money. 

% Gives Graphic Picture of Your 
Operations at a Glance. 

%* Simple to Operate, Type or 
write on Cards, Snap in Grooves. 

% Ideal for Production, Traffic, 
Sales, Inventory, Scheduling, Etc. 

%& Made of Metal. Compact and 
Attractive. Over 50,000 in Use. 


Full price *49” with cards 


24-page Illustrated 
FREE| s0oxter no. v-100 
: : Without Obligation 
OF Write Today for Your Copy 


GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


San Diego Stations 
Form Radio Council 


San Dieco, Dec. 14—A growing 
tendency to divide the Southern 
California market | ito Los Angeles 
and San Diego c »mponents was 
amplified when all seven San 
Diego radio station: broke off from 
the Southern California Broad- 
casters Assn. to form their own 
trade group. 

While no direct dissatisfaction 
was expressed with the Southern 
California association, the stations 
made clear their opinion that “as 
‘one of three billion-dollar markets 
\in California” they were no longer 
content to be viewed as an adjunct 
of greater Los Angeles. 
| Instead, they have resigned from 


the SCBA, effective Dec. 1, to form 
a new San Diego Radio Council 
“concerned only with the servicing 
and selling of the stations in the 
area.” Stations represented in the 
new group include KCBQ, KFMB, 
KFSD, KSDO, KGB, KSON and 
the Wrather-Alvarez Broadcasting 
Inc. interests in San Diego. 


Printing Book Changes Name 

American Printer & Lithographer 
will become the name of the 69- 
year old American Printer, New 
York, effective with its January 
issue. 


Ruder & Finn Adds One 

Continental Electric Equipment 
Co., Cincinnati, has named Ruder 
& Finn, New York, to handle its 
public relations. 
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“TV Now America’s” 


MOST POWERFUL STATION WITH ~~ 


POWER .....PUNCH..... PERFORMANCE ..... PERFECT 
PICTURE ..... PROGRAMMING ..... PERSONNEL..... 
PERSONALITIES. .... PULLING POWER..... PEOPLE! ! 


And now... .. a MILLION WATTS of power to make even our 


previous achievements seem picayune. 


WBRE-TV has to its record some outstanding “Firsts” but none greater 
than being the FIRST MILLION WATT TV STATION IN THE 
NATION. WBRE-TV applied for and received the first million watt tv 


station grant from th: F.C. C. It is a source of satisfaction that we have 
been able to fulfill th grant in less than two years. 


The thirty years of g: 
that went into our re 
feats of merchandisin 
NBC shows in black 


news and sports cove 


-t engineering, programming and selling know-how 
itkable radio record is now achieving phenomenal 
and selling for our TV clients. Full schedule of 
i white and color. 


. . Outstanding local shows... 


je of local, regional and national interest makes 


WBRE Channel 28 t! Powerful, Programming, Audience-delivering buy 


in Television. . 


es-Barre, Pa. 


ational Repres 


Advertising Age, December 20, 1954 


| ra CRT coe 
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JOSEPH A WAGNER, advertising di- 
rector of Scholl Mfg. Co., Chicago 
maker of foot comfort appliances 
and remedies, has been elected a 
v.p. of the company. Mr. Wagner 
has been with Scholl 30 years. 


Ludman Corp. Gives 
‘Home of the Month’ 


Plan to Builders 


Mi1AMI, Dec. 14—Ludman Corp., 
window engineer here, has opened 
an unusual promotion to sell its 
building supply materials to job- 
bers. 

The “Combeautil Home of the 
Month Program” (Combeautil— 
comfort, beauty, utility) each 
month offers a complete builder’s 
package—architect’s plans, spe- 
cifications (featuring Ludman 
products), work sheets and cost 
sheets—to jobbers who pass them 
on to building supply dealers who 
then sell the supplies with the 
package. 

Jobbers also receive a complete 
sales promotion kit with display 
stands, newspaper ad mats, re- 
leases, tv scripts, truck banners, 
window streamers and direct mail 
pieces. 

The plan includes, in addition to 
the point of sale and local adver- 
tising package, national advertis- 
ing in trade and consumer maga- 
zines. The Home of the Month 
plan was launched with a 4-page 
color ad in Building Supply News, 
and was followed up with full page 
color ads in Better Homes & Gar- 
dens, House Beautiful and Amer- 
ican Home, 


Canada Assurance Corp. 
Plans U. S. Organization 

Canada Health & Accident As- 
surance Corp., Waterloo, Ont., 
will assemble a sales staff in the 
midwestern section of the US. 
shortly after the first of the year 
as the initial step in setting up 
a health and accident insurance 
selling organization here. The 
company already has begun ad- 
vertising in a number of U. S. 
insurance magazines, and with 
the establishment of the new 
sales force, will expand its ad- 
vertising here. John McKenney 
Bingham Ltd., Toronto, is hand- 
ling all promotion. 

The company has introduced a 
new selling plan, which will be 
instituted here when the U. S. op- 
erations are well under way. A 
fleet of 25 station wagons, each 
equipped with a trailer office, is 
being sent into areas in Canada 
where there are no insurance 
agencies or where sales have 
lagged. Each unit is equipped with 
a loud speaker and is available 
to service organizations for promo- 
tion of public interest programs. 


Borden Boosts Fochtman 


| Gerard C. Fochtman has been 
‘appointed to the new post of su- 
|permarket merchandising manager 
of Borden Food Products Co., New 
| York. Mr. Fochtman, with Borden 
isince 1940, formerly was assistant 
to Sam Thompson, v.p. and general 
advertising and merchandising 
manager. Moving up to succeed 
him is William J. Fraser, formerly 
manager of Borden’s instant hot 
chocolate, malted milk and Hemo. 
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Feature Section 


vertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


C. M. Picks an Auto Ad 
Best of ‘54—3rd of Series 


New Twists in Reply Cards 


Talent Costs Studied 


Salesense in Advertising ... 


Advertising Agencies Pick Their Best of 1954 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


Early in November I sent out, under 
the auspices of ADVERTISING AGE, an in- 
vitation to agencies to participate in what 
I believe is an unusual undertaking in the 
field of advertising journalism. I sug- 
gested to each agency 
that during 1954 it had 
undoubtedly produced 
a campaign of which it 
was particularly proud, 
and I asked for a proof 
of an ad that is typical 
of the series. I asked 
also for a statement of 
the problem and the 
objective and of the 
thinking behind the 
copy strategy. This present article is the 
third of a “Best Ads” series that will 
appearing this space for a number of 
weeks. 


Jomes D. Woolf 


R. J. Potts—Calkins & Holden 

The Wadsworth Modular building units 
advertisement, shown here, was _ sub- 
mitted by John K. Barton, v.p. of the 
agency. Here is what he has to say about 
the problem, an unusually difficult one, 
and how it is being successfully solved by 
the current campaign: 

“In deciding on the ad for Wadsworth 
Modular materials, instead of perhaps one 
of our campaigns for Mid-Continent 


Petroleum, Braniff Airways, Cook Paint, 
or some of our more widely known cli- 
ents, it seemed to us that we had actually 
done a much more difficult job for Wads- 
worth than we could have done for these 
more famous firms. 

“It is one thing to work out a success- 
ful campaign for a large advertiser who 
has already the momentum of many years 
of advertising to increase the effective- 
ness of his copy. It is quite another and 
more difficult thing to secure tangible 
results for a relatively new advertiser, 
whose product labors under the handicap 
of a certain prejudice. 


a “While in some parts of the country 
prefabrication is a thoroughly accepted 
practice and no stigma attaches to it, in 
this part of the world prefabrication still 
stands for cheapness. It is considered out 
of keeping, too, with the quality of con- 
struction indicated by a $27,000 house. 

“Therefore, to arouse interest to the 
point where people will come to see how 
so-called cheap construction can be put 
into a house in this price bracket is some- 
thing of a triumph. So, too, is an effective 
job of breaking down the resistance of 
conventional-construction builders who 
had hitherto turned a deaf ear to Wads- 
worth’s sales efforts. A number of such 
builders, however, have since become 
customers for Wadworth’s’ materials 
as a result of the campaign of which this 
ad was part.” 


Aylin Advertising Agency 
Robert N. Aylin, the agency’s president, 
submits the Corrulux two-color page, 


you've got to see it and “raid” it for ideas! 


the most exciting, idea-packed 
new house in Kansas City! 


Built ond sold by J. C. Michels Componies 


Designed by Famous “UVING" Magozine 
Modular Building Units by Wedswerth 
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PREFABRICATION PROBLEM—Locally, prefabrication “still stands for cheapness,” R. J. 
Potts—Calkins & Holden, Kansas City, explains, in describing the problem in this 
Wadsworth Modular building units campaign. 


Why Corru/ux ‘80’ 
. America’s Enginoored Daylighting Panel 
ig preferred by leading industries 


Buying low cost daylighting? Be sure 
you get the most for your money. Spec- 
ify Corrulux “80” only! Here's why: 

. Greater load-bearing capacity 
2. More tough rewns for greater 
weartherability 


— 


3. Higher light cransmission 


4. Consistent high quality 


CORRULUX SAVES FOUR WAYS Corrulux "RO" is engineered for 

Corrales saver: 1. on engeneering 2. on maximum diffused light transmission 
framing, '. on firwe con, 4. 09 maintenance consistent with safe load-bearing capac: 
Easy to iescall iq mew oF existing buildings. ity and low cost. 


Write voday for a free sample of yo ; 
sharterproot Covrutax, plo folder 7 
chong hew Corrulen endwoes day : 
Ligh ring conte. . 
” T 
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LIBBEY + OWENS + FORD GLASS COMPANY 
P ©. Ben 20026 © Heuston 21, Texes © Dept mr.ac4 


. “erate 
COMRULUX 15 VERSATHE 


NOT GLASS—This campaign, for the Corrulux division of Libbey-Owens-Ford Glass Co., 
shows uses, the product’s translucence, and its color, indicating that it isn’t glass. 
Aylin Advertising Agency, Houston, is in charge. 


(te 8 08 OF Rap 
ALL-YEAR PRODUCT—Potato chips are no longer summer picnic fare exclusively: Clover 
Club Foods found that, with extra push, sales for the last two weeks of 53 were 34% 
greater than for the same period the year before. R. T. Harris Advertising Agency, 


Salt Lake City, handles the account. 
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which appeared in Business Week and 
other national media, as ‘one of our best 
ads of 1954.” His statement: 

“This full page advertisement for Cor- 
rulux, a product of Libbey-Owens-Ford 
Glass Co., was designed to do the follow- 
ing: 

“1. Show the principal uses of Corru- 
lux: (a) skylighting; (b) sidelighting; 
and (c) partitioning. 

“2. Show the product’s translucence. 

“3. Show the product’s color, so it 
would not be confused with glass. 


ws “We accomplished this by obtaining 
photographs of the three principal uses of 
the product. Then we inserted the figure 
of a man holding a Corrulux sheet. The 
man helps make the advertisement more 
interesting; also, he shows the actual size 
of the typical sheet, as well as its trans- 
lucence. At the bottom of the advertise- 
ment we displayed, fairly prominently, an 
offer of a free sample and a folder. As an 
experiment, we do not include a coupon 
in the advertisement, since we assume 
that most readers would have their own 
stenographic staff. 

“According to a readership survey of 
one national magazine, our advertisement 
was read by almost three times the num- 
ber who read the average advertisement 
in the issue in which the advertisement 
appeared.” 


R. T. Harris Advertising Agency 

The Clover Club Foods advertisement 
actually ran in 1953, but it qualifies, 
nevertheless, as a “Best Ad” of 1954. 
And for a good reason: It did so well 
that it has been re-scheduled to run 
between Christmas and New Year’s Day 
of 1954. Dick Harris, the Salt Lake City 


agency’s president, points to a 34% sales 
increase with justifiable pride. His state- 
ment: 

“Not so many years ago potato chips 
were sold almost exclusively during the 
summer months. Most of us remember 
them only in connection with the cold 
fried chicken and potato salad of family 
picnics. Today, thanks to better quality, 
consumer education and advertising, po- 
tato chips are sold year ’round. 


a “Our client, Clover Club Foods Co. 
(principal office and plant in Kaysville, 
Utah, with plants at Phoenix, Ariz., and 
Boise, Ida.), found, two or three years 
ago, that sales went up during the last 
two weeks of December, athough no 
extra advertising push was made. (Clover 
Club advertising is year ’round, with ex- 
tra effort during the summer months.) 
“Apparently Clover Club potato chips 
and other snack items were becoming in- 
creasingly important for holiday enter- 
taining. So, we reasoned, if sales could 
go up during the holidays without adver- 
tising, how much more would they in- 
crease with advertising? Using a service- 
type advertisement in newspapers, sched- 
uled two days after Christmas, Clover 
Club sales for the last two weeks of 1953 
were 34% greater than for the same pe- 
riod the year before. In fact, for the pe- 
riod sales were ahead of sales for 1951!” 


% * oo 


Has your agency submitted its entry? 
Has our letter of invitation failed to reach 
you? You are cordially invited to partici- 
pate. Please send along with the adver- 
tisement a statement of the problem and 
the objective and of the thinking behind 
thé campaign. 


Looking at Radio and Television... 


Some Tips on Control of Rising 
Talent Costs 


By The Eye and Ear Man 


Some time ago a magazine series in 
The Saturday Evening Post analyzing the 
talent agency field seized upon the Music 
Corp. of America and labeled it “Star- 
Spangled Octopus.” Since then many un- 
complimentary remarks have been made 
about that talent agency and many of its 
contemporaries. But never in the past 
have these comments so paled in latter- 
day vilifications as they do today when 
the choicest of the Gaelic expletives, born 
in the brimstone pits and nurtured by 
sea captains, are leveled at those segments 
of the agent business which are held re- 
sponsible by many for inflating talent 
prices in television. 

For several years the networks were 
blamed for runaway prices in television. 
The powerful NBC and CBS. talent- 
raiding feuds were principally held re- 
sponsible for the dangerous pricing. Then 
lately the spectaculars were held to 
blame for bidding up star prices to a 
ridiculous extent and forcing the entire 
television industry to follow suit. It was 
pointed out that the majority of shows 
were produced by the networks and not 
talent agencies. Apparently, yes, but in 
reality many of the shows are controlled 
or produced by the talent moguls. 

The ways the talent agencies exercise 
this control are several: 

1. Complete ownership of all ingredi- 
ents of a package. 

2. Control of the star who in turn con- 
trols the package. 

3. Control of key personnel—writer or 
producers. 

4. Control of the selling of a package. 


The two biggest talent agencies are 
MCA and the William Morris Agency. 
The others are many, but very minor 
compared to these giants. It is not too 
fanciful to say that a handful of men in 
these two agencies determine prices for 
an entire industry because of the scarcity 
of talent and a buyers’ market. The high- 
er the price, the more their commission, 
and the price will be as high as the mar- 
ket will bear. 

The danger is that they can always ca- 
jole a wild buyer into forcing the entire 
market to a point where the payoff is not 
as fair as a scientific advertiser would 
like it to be. The danger is that they will 
price many sound, long-range advertis- 
ers out of television and back into print. 


s How, then, can the rational advertiser 
and advertising agency prevent the drift 
of the power to regulate television price 
and programs into the hands of the few 
talent peddlers? It would be unrealistic 
and foolish to maintain that an advertiser 
should boycott the leading shows these 
men represent. As long as they have pre- 
mium merchandise all clients will fre- 
quent them, because success in televi- 
sion is still directly dependent on mass 
circulation. But there are some simple 
rules to follow which should tend to di- 
vert the power and spread it a little more 
evenly: 

1. Insofar as possible, maintain control 
via the advertising agency. 

2. Resist buying a package—rather buy 
ingredients on the open market and from 
several sources of supply (star, writers, 
director, producer and supporting players 
can be got from many talent agents). 


wr rrr rrr rrr 
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The Creative Man’‘s Corner... 


Smart Seliing 


‘YOUR FIRST “INSIDE-OUTSIDE” PEEK AT 
=| THE ALL-NEW CHRYSLER FOR 1955! 


Yes, They're All-New Cars-“Aheod By For” .. . Get Set For The Surprise Of Your Life When 
You See Them—And for The Time of Your Lite When You Drive Them! Now Reod on... 


ae ee 


aneesT Conrsen PAST PUBLIC SHOWING 
FF t. yp scpeeningin nog OVENS 17m BURLINGTON 
Fy 3 om OnE mtmona vor Ot ue 


This week we're going to break a long-standing rule of this column. As peo- 
ple who have corresponded with us know, the last thing we’ll print and com- 
ment on is an advertisement sent us. The reasons why we have this rule must 
be obvious. We hope the reason why we're breaking it this week is equally 
obvious. 

For one thing, the ad we’re commenting on isn’t a national ad. It was not 
prepared by an agency. It’s an ad that ran locally in the Free Press, Burling- 
ton, Vt., and it was prepared by the car dealer over whose signature it ran. 

So much has been said—particularly by advertising men—about the manner 
in which automobile dealers fall down these days in the matter of salesman- 
ship, that we thought this ad deserved comment. For if ever we saw a piece of 
smart selling in print, this is it. 

Colonial Motors felt that people would be inclined to read all about the fea- 
tures of the new Chrysler in advance of seeing the car—so they did not spare 
the copy. The illustrations, they got out of car catalogs and data books. They 
also put a coupon in the ad, offering tickets to a private preview of the new 
Chryslers. Seventy-eight people wrote for the invitations. 

In the same issue of the paper, one of the national “teaser” ads appeared— 
touting the “forward” look, but concealing it with a bevy of aviation designers 
and engineers. Even the later national ads failed to give as complete a round- 
up of details as this ad of Colonial Motors. 

You can tell Colonial is a New England concern, too. Notice that they didn’t 
take a full page. Why pay for an extra column when you don’t exactly need it? 

We like the initiative and the ingenuity Colonial showed. We also like the 
assumption they made—that people like facts, like to get them straight and in 
full. An agency art department might have made the ad look a little more 
polished. But we wonder if it could have made it appear as genuine. 


3. Avoid the star system; television has 
roved that stars can be made. Good ac- 
rs rarely have the big talent agents 
orking for them and they can be made 
ars by television. 
4. Straight dramatic shows, mysteries, 
nd family shows rotate around a writer 
id a producer who are available direct 
‘ with minor representation. Encourage 
is practice. 
5. Consider financing a smaller talent 
package agency venture that shows 
‘omise in exchange for long-term price 
ntrol and a return on your investment 
it of profits in re-runs. 


talent agents. There is no question that, 
unless that control is returned to more re- 
sponsible hands, talent prices will rise to 
a degree that will make television cost per 
thousand homes rise to an inequitable 
degree. 

In order to regain control, drastic steps 
will have to be taken. One of the most 
risky steps will involve financing new 
shows. The other steps will involve ex- 
ercising inore care in negotiation and 
philosophy of programming on the part 
of the companies able to afford every- 
week frequency in television. The steps 
are drastic and the opportunities are 
limited, but the alternative is to accept 
rising costs as the price of being in tele- 
vision and choose between paying the 
prices or getting out on the ground that 
it is too costly a medium. 


There is no question but what spon- 
rs, ad agencies, and networks have 
come lazy and careless about relin- 
‘ishing control of television programs to 
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Tips for the Production Man... 


New Twists in Reply Cards 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler 
& Associates, Mendota, III.) 


The design of reply cards is getting to 
be an important business these days be- 
cause of the proved power of the reply 
card to pull inquiries and orders in great- 
er numbers. Many users report split tests 
which give the reply card a pulling power 
up to 500% greater. 

The use of colored stock for reply cards 
appears to increase effectiveness, as does 
the use of colored ink instead of black 
ink in the printing of the cards. 

Increasing also is the use of two colors 
in the design and production of reply 
cards. 


= Several important users of direct mail 
are experimenting with the use of a fold- 
over reply card which is printed as a part 
of a broadside. When the recipient folds 
the sheet over after clipping it out, the 
thickness is doubled, eliminating the cost 
of a separate card with the cost of tipping 
on and of separate printing. 


“Wow TO USE PHOTOSTATS” 


1d Like wo know more about the wee of pi 


YOU PAY POSTAGE— Elongated card, printed 


on 60-lb. offset. Brought excellent re- 
turns, reduced production and mailing 
costs. 


Elongation of the card with an attached 
flap which is scored for easy tearing is 
growing in use. This device gives the card 
unusual length and permits the inclusion 
of an extra inducement message, or action 
request. 

Bob Garrott, advertising manager of 
Rapid Copy Service, Chicago, has been 
successful in reducing his cost of pro- 
ducing inquiries by the use of illustrated 
envelope stuffers which carry a simulated 
reply card on the reverse side. Unique is 
the fact that the card carries no postpaid 
indicia. Three of the long “cards” are pro- 
duced at one time on 84x11 sheet and cut 
to size. The greater message area has 
helped to give results as good and some- 
times better, Mr. Garrott reports, at a cost 
a fraction of that formerly expended for 
prepaid reply cards sometimes printed in 
two or three colors. 


® Despite the amazing percentage of re- 
turns—all at the customer’s expense—he 


Employe Communications... 


Give Us a Few Black Marks, Please 


You've been getting THE POCKETBOOK for some time now. You've probably got 
our ideas about it and wed like to ask your reactions and suggestions So 


LEASE, make a few black (or blue or red) marks below And thanks a lot 
© Read it. Continue sending © Find useful advertising informa 
© Sometimes read it. Continue tion in it 
OC Seldom read it. Cease sending 2 Don't find that 
© News read it Cease © Alleged humor sme 
c read Oo a like the sme! 
0 Take it home. y 


OC Never take home 


Name. briefly. (Give in full 4 incorrectly 


SORTA LIKE THE SMELL?—One of the tongue- 
in-cheek questions interspersed among 
serious ones in this readership test card 
sent out by Leader-News, Waupun, Wis. 


reports that only three persons wrote in 
to ask, ‘‘Why should I pay the postage?” 
In two of these cases the question was 
academic: from advertising people want- 
ing to know about the results. 

Another new idea, at least to me, was 
the reply card by Bob Gresham of Tourist 
Court Journal, which was entirely done 
by loosely drawn hand lettering which 
gave a refreshingly personal, informal 
touch. 

George W. Greene, witty and progres- 
sive publisher of the weekly Leader- 
News, Waupun, Wis., has snared good re- 
sults on a two-penny postcard reader sur- 
vey testing the effectiveness of his little 
house organ, “The Pocketbook.” George 
treats his card with a touch of humor of 
the self-effacing kind. You can check off 
“Never read it, cease” or “Can’t read” or 
“Alleged humor smells” or “Better bury 
it, deep.” Apparently his readers have fun 
getting into the act when approached with 
such disarming frankness. 


rexway 


BOB GRESHAM — 
TOURIST COURT JOURNAL <== 
Box 415 —_ 


TEMPLE, TEXAS 


~INSIDE INFORMATION! Whol we 
, are Specifically anxious to /@itn 
more about, market-wise in the 


tourist court-mote! business, /¢: 
Mwy MAME IS 


[fesse -Let’s have that beste" 


CLERK SAM THe PACDUCTS O@ cave S ABEeG) 


THCA TS CLT eu Valen D 


fFiam NaAMe 


aooness 
Town 


STATE 


Tt 3T 


FREE-HAND LETTERING—Both sides of this 
reply card done in an amiable, scratch- 
lettering style. Produced by offset. 


What's New in Employment Stabilization? 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


One of the larger and more articulate 
labor unions has already declared its in- 
tention of insisting upon a guaranteed 
annual wage, and the repercussions in 
management circles have been swift and 
unsympathetic. 

The matter of employment around the 
calendar came before the busy 59th pow- 
wow of the National Assn. of Manufac- 


turers recently in New York. 

One of the panelists—G. E. Morse, v.p. 
in charge of industrial relations at Min- 
neapolis-Honeywell Regulator Co.— 
scorned the suggestion that a company 
can “guarantee employment or pay.” He 
trotted out several sound arguments to 
buttress his viewpoint, and when he un- 
dertook to examine what management 
might specifically do, he started saying 
things management people might wisely 
jot down. 

Mr. Morse said flatly that manage- 
ment must do something about emplov- 


Credo for Advertising Men? 


If it be true that the vigor of a society is proportionate to its 
capacity for enthusiasm, then the habit of insatiable desire 
can be as much a factor in maintaining social vigor as the 
dedication to ideals and holy causes. 

A nation is “tired” when it ceases to want things fervently. 
It makes no difference whether this blunting of desire is due 
to satiety, reasonableness, or disillusion. To a tired nation the 
future seems barren, offering nothing which would surpass 
that which is and has been. The main effect of a real revolution 
is perhaps that it sweeps away those who do not know how to 
wish, and brings to the front men with insatiable appetites 
for action, power, and all that the world has to offer. 


~—Eric Hoffer in the December, 1954, “Harper's Magazine.” 


ment stabilization. He indicated that there 
is a lot of room for constructive action in 
this area of industrial relations. In the 
dignified corridors of the Waldorf-Astor- 
ia he found echoes of agreement and sup- 
port. Members of management attending 
the conference appeared more than will- 
ing to acknowledge a weakness here, and 
it is a good and constructive sign. Ameri- 
can industry has not always confessed to 
its weaknesses. 

One corridor commentator, chiming in 
with the Morse view, said: “We have a 
right to protest against a guarantee of 
employment or pay, but management 
must give a clear indication that it is 
making an honest effort to level off these 
peaks and valleys of production.” 

The Morse talk was one of many heard 
by NAM delegates this year that lend 
support to the growing feeling that the 
NAM is indeed on a progressive march. 
Its willingness to have itself surveyed is 
an example: the association brought in 
Opinion Research Corp. to do a job on 
members, non-members, community 
thought leaders and others, with results 
that were both heartening and a trifle 
disturbing. The heartening features the 


On the M erchandising Front... 


group happily accepts; the disturbing 
features its leaders seem already to be 
doing something about. They involve 
some program shifts suggested by in- 
terviewees, and they are already under 
way. 


= Among the groups at the Waldorf this 
year one heard many friendly and favor- 
able comments regarding its outgoing 
president, Harold C. McClellan. A Cali- 
fornia paint manufacturer, he came into 
the NAM scene only a few years ago, 
convinced that the way to make a man- 
agement association useful and effective 
was to work with it. He preferred the 
role of worker at the lathe to that of 
critical sidewalk superintendent. Mc- 
Clellan, of course, hasn’t been alone in 
his labors; he is allied with a growing 
force of devoted management toilers. 

Management people exited to their 
homes around the country with something 
to chew on—blueprints from Morse of 
Minneapolis, and constructive mandates 
from the findings of Opinion Research, 
along with other evidences that manage- 
ment is on the move. The delegates liked 
the looks of it. 


Is Flying By the Seat of the Pants Outdated? 


By E. B. Weiss 
Merchandising Consultant 


Some day, I am reasonably sure, many 
if not most of the functions involved in 
moving merchandise to market—and that 
includes selling, advertising, marketing, 
merchandising, promotion—will be lifted 
to the level of an art, if not of a science. 

But that day is not merely years and 
vears away, it has barely dawned as of 
this moment. 

In other words, I maintain that this 
vear, and next year too, and the year af- 
ter as well, the vast majority of business 
decisions affecting the movement of mer- 
chandise into consumption will really in- 
volve seat-of-the-pants flying. But if 
that mythical visitor from Mars were to 


hear the practitioners of the various types 
of research—from motivation to market 
studies—talk, he would be compelled to 
conclude that there is really very little 
need for executive acumen; the scientific 
slide rule marks out the area for decision. 

Yet a story has been going the rounds, 
lately, to the effect that of some 200 new 
products introduced recently, no _ less 
than 70 or 80% flopped. I would be cur- 
ious to know to what degree product and 
market research, and all of the other 
kinds of research, were employed in the 
total program for these products. 


= I should imagine that the majority 
these new items were introduced by com- 
panies of considerable stature, and it 
would follow, therefore, that they must 
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have had the “benefit” of a vast amount 
of study of every conceivable type. Yet 
an 80% record of failure, or even a 50% 
record of failure, would hardly con- 
stitute a testimonial for “science in busi- 
ness.” As a matter of fact, I suspect that 
in these particular instances, “flying by 
the seat of the pants” could hardly have 
turned in a much poorer performance! 

Everybody in the world of advertising 
knows that Procter & Gamble goes all out 
for research of almost infinite variety and 
scope. Yet my wife just showed me a 
bottle of Joy, introduced not so long ago 
by P&G, which she insists is no joy at 
all and which is apparently no longer 
getting the enormous promotion that 
was originally put behind it. And I can 
remember the grand tests some years 
ago that preceded P&G’s introduction of 
Teel, the dentifrice. The losses involved 
with Teel would have broken the back 
of a smaller company. 


= General Electric is another company 
that certainly doesn’t starve its various 
marketing departments for research. Yet 
the records of GE are just about as lib- 
erally studded with merely partial suc- 
cesses and even failures as most of its 
smaller competitors less favored with 
deep research. (And we must always bear 
in mind that the GE name, plus the vast 
GE organization and financial power and 
distribution can—and do—cover up a 
multitude of sins of omission and commis- 
sion!) 

I suspect that when the Lewyt vacuum 
cleaner was originally introduced, it in 
no way had been preceded by research on 
the scale that Hoover, General Electric, 
etc., would have gone in for. Yet Lewyt, 
flying at least somewhat by the seat of the 
pants, marketed the pants off its long- 
established and well-heeled competitors. 

The Italian sewing machines, I am 
reasonably sure, did not have the benefit 
of research on the scale available to 
Singer. And they certainly had innumer- 
able handicaps to overcome, including the 
powerful hold that Singer had on the 
American market. Yet I note that Singer 
is now singing somewhat the same story 
in product and in advertising that the 
Italian imports developed and exploited 
“jes’ nacherly.” 


s It has always amazed me to note how 
little research is employed by our re- 
tailers—especially the medium, and small. 
Yet they manage to move one whale of a 
lot of merchandise. In this connection, it 
astounds me to see how small independent 
food supers, operating almost entirely by 
the seat of the pants, will regularly mer- 
chandise rings around the giant chains 
which are presumably at will somewhat 
more “scientific.” and these seat-of-the- 
pants merchandisers regularly throw off 
double and triple the net of their giant 
rivals. 

My recollection is that Chrysler planned 
its lines of cars for 1954 on the basis of 
considerable research. I believe the public 
told Chrysler it wanted cars smaller, be- 
cause long cars were too difficult to park 
and the doors too wide to be opened con- 
veniently in tight parking spaces. Chrys- 


ler made the mistake of believing that 
the public really wanted what it said it 
wanted. It will cost Chrysler a cool quar- 
ter-of-a-billion to recapture its lost posi- 
tion—if it is successful. 

Recently, ADVERTISING AGE contained a 
story on the man who put over Ozite. 
As I recall that article, this executive did 
a bit of research entirely on his own be- 
fore he decided to undertake marketing 
Ozite. Most of what he found out was to- 
tally, completely, entirely negative. The 
“facts” very definitely “proved” the item 
couldn’t be put over. But the seat of his 
pants told him that it could be sold suc- 
cessfully. 

I am very curious to know where the 
auto industry would be today if its pio- 
neers had made motivation studies, mar- 
ket studies, etc., back there about 1910! 
Seems to me we would still be in the 
horse-and-buggy age, if that had hap- 
pened. 

And you can say the same with respect 
to the electric light and power industry. 
why, I can remember when people actual- 
ly ducked when they walked near an 
electric light bulb because they expected 
the blame thing to explode at any mo- 
ment. And sometimes it did! (I wonder 
how many potentially fine products have 
peen kept off the market by modern re- 
search.) 


= It has been my observation that the 
students of any new discipline or art 
seldom have any doubts at all concerning 
its scientific validity. Our psychologists 
are a typical example. So are our econo- 
mists, with their statistical mumbo-jum- 
bo. And so are many of our various types 
of business researchers, including the 
opionion researcher. Yet none of these 
functions today remotely resembles a 
science. Few of them are arts. And some 
of them are merely poorly disciplined 
disciplines. 

Now I would like to make as clear as 
I can—altho I am positive that those 
who rebut these observations will over- 
look this one—that I am not arguing 
against the trend toward science in busi- 
ness; neither am I arguing against the use 
of the multitude of studies available to 
the business executive. That would be 
idiotic. 

But I am arguing against: 

1. The claims to omnipotence, implied 
or actual, made by those who make these 
studies. 

2. The belittling of the intuitive factor 
in business, which is what is really meant 
when seat-of-the-pants function is de- 
scribed. 

I recommend to all and sundry a won- 
derful little book entitled “Way of the 
Investigator,” by Dr. Hugh Cannon. Dr. 
Cannon was a pure researcher—a geniune 
scientist. In his charming book, he has a 
chapter on the role of intuition in pure 
science—and please remember that not 
one of the merchandise-moving studies 
to which I refer is a science, pure or im- 
pure; not one! But read that chapter on 
intuition in pure science, and then decide 
whether seat-of-the-pants flying is really 
something to be sneered at in this pre- 
sumably “scientific world of marketing.” 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


A rule of good selling suggests you 
should be specific instead of general. 
Good rule. Only rarely might you err on 
the side of over-accuracy,:as when— 
just a few years ago—Rothschild’s ad- 
vertised a sale of “1939 suits and over- 


coats.” 

Now of course the busy and preoc- 
cupied ad reader doesn’t try to check up 
on the accuracy of all of an advertiser’s 
specific figures. Or I hope he doesn’t— 
with any regularity. For that would take 


time they might better spend reading 
more ads. 

It’s sort of a habit with me, however, 
since I try to train people to be accurate 
and honest—to see if advertisers are. 

This Marshall Field ad has me in a 
sort of mess. I’m pretty busy these days, 
except between midnight and seven in 
the morning. As this is written, I’ve 
been traveling constantly since August 
—only one week in my office since then. 
When I’m in over weekends short or 
long, I read Chicago papers with as 
much interest (even trust, in most 
cases) as I do those of other cities. So 
I happened upon this Field ad. 


# When they say ‘665 shirts in Field’s 
seven ‘own’ brands,” I believe they 
mean it. For they are honorable. Heav- 
ens, didn’t I use to be with Mother Field 
& Co.? So on a plane I started figuring. 
That was weeks ago. Now and again 
when I get bright-eyed and bushy-tailed 
from an extra long sleep, I go at it 
again—this figuring. There must be a 
way you can figure 665 shirts out of this 
ad. 

I allow the 665 isn’t a mistake. No sir. 
They really mean that, for it appears 
once in the headline and three (count 
‘em) times in the copy. 

lll buy a “sturdy white broadcloth 
Endurall, regular, spread or round col- 
lar, French cuffs. Regular collar, button 
cuffs in white, tan, blue or gray” for the 
first man who fits the Chinese puzzle 
of these figures together for me and ends 
my misgivings as to the direction my 
alma mater is going. 


s Here are the facts. Get your pencil. 

“Tmagine. 665 shirts—who but Field’s 
would go that far. (sic) We’ve developed 
...seven special brands... Four differ- 
ent makers... We’ve 35 different sizes 
—five different collar styles. Makes 665 
shirts...” How? 

But there’s another thing. I don’t see 
how I have a choice of 665—they say 
“You’ve a choice of 665 shirts’”—they 
must mean me. I wear 1644—33. I don’t 
like to choose among 14%’s because I 
can’t wear them, or 36 inch sleeves be- 
cause I can’t hit my typewriter keys ac- 
curately with my fingers covered. 

Now I’m not criticizing this ad gen- 
erally, but just for its figures and that 
questionable “choice.” If I were criti- 
cizing generally, I would say, “Why do 
they print it on a gray background to 
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thwart all the dim-visioned, and half 
the rest of us?” 

There isn’t any sound reason why a 
store should buy space for writers to use 
to tell a big story adequately—and then 
employ artists at the same time to de- 
vise ways to obscure the story. (It isn’t 
copywriters who elect to put small type 
on muddy, backgrounds.) It could have 
been made a little harder for readers to 
read this ad—but not much. 

I’d also ask, if I were being critical, 
why they don’t put a question mark 
after a question. I’d ask why they 
didn’t suggest the reader’s remembering 
the name and price line that sounds best 
to him. 

I’d ask why they didn’t enable the 
reader to spot the most distinguishing 
features of each shirt easier—like ox- 
fords, broadcloths, the ones that come 
in colors, and so on. I’d ask why they 
didn’t say they had a special display of 
these shirts showing NOW, to make 
comparison and picking of a favorite 
easy and business-like within the store. 


= In vew of the fact, too, that the “high 
quality stores’ are screaming price at 
the tops of their type, right along with 
the saley leather-lungers, how come 
they haven’t a word in this whole page 
about value? I’d sure criticize that. For 
if these seven aren’t right good value at 
their prices, why were they developed? 
Only to give the store a longer margin? 
If they are good values, wouldn’t it be 
reassuring for a great store to say so, 
without shouting price? 

I’d make a fuss too, if I were criticiz- 
ing, over so much space wasted and the 
shirts run so small and in such poor pics 
and engravings as to completely defeat 
the purpose of photographs. 

The horses weren’t spared here. Space, 
art, engravings, plates, typography—yet 
the end result leaves much to be de- 
sired. But most stores are satisfied now- 
adays with partway ads—because prof- 
its haven’t become hard enough to make 
advertising’s perfection or imperfection 
an important store issue. 

Besides, in many stores, the merchants 
who dominate often simply have no idea 
whatever of the forceful, fateful power 
of advertising that sells professionally 
consistently. Yet in terms of individual 
departments day by day, and year-end 
profit figures, it is always tragedy to 
lose any part of a great selling oppor- 
tunity. 


THE STORE FOR MEN 
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Paper-Mate pens, advertised through 
Foote, Cone & Belding, lead all other 


pens in preference and in sales 
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FOOTE, CONE & BELDING, ADVERTISING: NEW YORK, CHICAGO, HOUSTON, : 
LOS ANGELES, SAN FRANCISCO, HOLLYWOOD; LONDON, ENGLAND 
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Official Vote Canvass Puts Gladys 
Detractors Flat on the Old Canvas 


CuicaGo, Dec. 14—Official can-| 


vass of the vote in the election to 
determine whether ADVERTISING 
AGE readers are for or against 
Gladys the Beautiful Receptionist 
as a visible mainstay on Page 12 
shows the following results: 


e 1. A surprising percentage of 


who wants her kept in the paper 


eligible voters exercised their fran- | 
chise. A total of 731 ballots has) 


been officially tabulated. While 
this is a somewhat smaller per- 
centage of eligible vocers than 


tional elections, a board of quali-| 


fied experts who asked that they 
not be identified asserted that the 
turnout was remarkable. 


went to the polls in the recent na-|™#" in Toronto sent in only half 


e 2. Gladys won hands down. 
(or should we say face up?). The' 


final tally showed 538 in favor of 
retaining her as a permanent fea- 
ture, against 193 who suggested 
her departure. 


# As is the case with all burning 
issues, violent opinions were ex- 
pressed on both sides, and there is 
some doubt that these opinions 
can be reconciled. In fact, a split 
in party ranks—with some voters 


going to one Christmas party, and/| 
some to another, seems inevitable. 


One agency man says: “Anyone 
who doesn’t like Gladys is a Com- 
munist!” And one of the “Com- 
munists,” obviously not completely 
familiar with the English language, 
votes to toss her out, and com- 
ments, succinctly if not too clear- 
ly, “She ain’t!”” On the other hand, 
an obvious middle-of-the-roader 
comes up with the Solomon-like 
decision: “Keep the cartoon— 
throw Gladys cut.” 

A workaday gentleman in the 
drug business in Philadelphia says, 
“Gladys is a wonderful gal. You 
can’t hardly get them no more.” 
But a somewhat more effete gen- 
tleman at the Harvard Business 
School dissents. “I shudder to 
think of having to see this mess,” 
he says, delicately. And a non- 
Harvard gent from St. Louis agrees 
enthusiastically. Voting to toss 
Gladys out, he says: “Man, how 
I’ve waited to do this! Very soon, 
please! Ugh!” (The exclamation 
marks, as well as the words, are 
his.) 


971% 


COVERAGE 


THAT’S what the 
MERIDEN 
RECORD- JOURNAL 


gives you in the Meriden- 
Wallingford ABC Retail City 
Zone. 
NEARLY EVERY Family in 
Meriden - Wallingford reads 
the Record-Journal. 
21,012 Net Paid Copies or 
97.1% of the Total circula- 
tion, is delivered within six 
miles of the newspaper plant. 
Only the Record and Journal 
cover the area—no combina- 
tion of outside papers pene- 
trate the market. 
IF 
you want to sell 
Meriden- Wallingford 
You MUST use the 

Meriden Record-Journal 

Meriden- Wallingford, Conn. 
Represented by 
Gilman, Nicoll & Ruthman 


But a satisfied AA customer in. 
California not only wants us to 
keep Gladys; he wants to “see 
more of her.” He is being put in| 
touch with the New Yorker who) 
votes in one word—‘sickening,” 
as well as the Madison Ave. man | 


and reprinted in booklet form. 


# A fellow in the mail order busi- 
ness in Chicago says: “This is a 
cartoon?” And a careful gentle- 


a coupon, recording his vote 


against Gladys and a note: “De- 
cided against further comment.” 
Apparently he had some fears 
about exactly how much can go 
through the Canadian mails. 
Another New Yorker character- 


izes the Gladys cartoon, charita- 


bly, as “like a lousy high school 
paper would-be cartoon,” where- 
as a reasonably near neighbor lays 
it om the line like this: 
you dare throw Gladys out. Fire 
those bums on your editorial staff 
who don’t like her, instead.” 


# A number of voters had sugges- 
tions—for a new Gladys, for better 
captions, for new poses, a larger 
wardrobe—you name it. 

AA will keep Gladys, bowing 
deeply to the will of the major- 
ity. But there will 


“Don’t | 


probably | 
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|be some changes made... of 
which the time is not yet ripe to 
| speak. 
_AAIE Names Contest Judges 
Charles F. McCahill, senior v.p., 
Forest City Publishing Co., Cleve- 
land, has been named chairman of 
the panel of judges in the Ameri- 
can Assn. of Industrial Editors’ 
first annual Traffic Safety Awards 
program. Other judges are Robert 
Fuoss, managing editor, The Sat- 


-urday Evening Post; Paul Jones, 


director of public information, 
National Safety Council; J. O. 
Mattson, president, Automotive 


‘Safety Foundation, and Burton W. 


Marsh, director, safety and traffic 
engineering, American Automobile 
Assn. 


Remington Names Agency 
Goold & Tierney, New York, has 
been named to handle advertising 
for the air conditioning division of 
Remington Corp., Auburn, N. Y., 
manufacturer of room air condi- 
tioners. National magazines and 
business papers will be used. 
Charles L. Rumrill & Co., Roches- 
ter, was the last agency of record. 


‘Tribuna’ Names Powers 

Joshua B. Powers Inc., New 
York, has been named to represent 
La Tribuna, Asuncion, Paraguay, 
in North America. 


‘Modern Bride’ Boosts Traina 

Al Traina, formerly on the sales 
staff, has been promoted to eastern 
advertising manager of Modern 
Bride, New York. 
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MOX, of course !” 
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Reinhold Appoints Two 


Reinhold Publishing Co., New 
York, has named two new sales 
representatives for its chemical 
catalogs. Raymond B. Mooney, for- 
merly with American Paint Jour- 
nal, will be stationed in Cleveland, 
and Laurence O. Roberts, recently 
with Ciba Pharmaceutical Pro- 
ducts, will work in Chicago. 


Gorton Heads Studio Office 


Photography Place, New York 
commercial studio, has opened an 
office in Detroit. Marsh Gorton, 
former manager of the Detroit of- 
fice of William H. Weintraub & 
Co., has been appointed v.p. in 
charge of the studio’s midwest 
operations, with Detroit head- 
quarters. 


Colgate-Palmolive Names Two 


Benjamin H. Lee and Charles B. 
Strain have been appointed to the 
home office staff of the toilet goods | 
division of Colgate-Palmolive Co., 
Jersey City, as assistant merchan- 
dising managers. Mr. Lee formerly 
was v.p. and general sales manager 
of A. D. McKelvy Co. and Mr. 
Strain previously served with 
Lambert Co. in a sales and promo- 
tional capacity. 


Gloria Is with MacFarland 


In a picture in the Dec. 3 issue 
of AA, taken at the annual Farm 
Harvest Party in Chicago, Gloria 
Janisch was identified as being 
with Leo Burnett Co. Actually, 
Miss Janisch is associated with 


MacFarland, Aveyard & Co. 


Vocational Info on 
General Magazines 
Urged by Conover 


Cuicaco, Dec. 13—The campaign 
by industrial publications to re- 
quire vocational and _ business 
breakdowns of circulations of 


general magazines soliciting in-| 


dustrial accounts, initiated recent- 
ly by the t.f. Clubs of New York, 
Chicago and Cleveland, was given 
further impetus today by Harvey 
Conover, president of Conover- 
Mast Publications and chairman of 
National Business Publications 
Inc., who addressed the Chicago 
Business Publications Assn. 

Mr. Conover said that the strong 
trend toward the use of general 


magazines by industrial adver- 
|tisers is based on a lack of knowl- 
‘edge of the amount of waste cir- 
culation of these media which the 
industrial advertiser must absorb. 
'He declared that the apparent low 
‘cost per thousand of their circu- 
lations becomes _ astronomically 
high when: the net usable circula- 
tion is figured. 

'@ The business publisher added 
‘that many of the analyses of in- 
dustrial circulations prepared by 
_general magazine publishers clas- 
‘sifies as industrial any type of 
‘business, whereas industrial publi- 
cations have to audit their circu- 
lations in terms of strict classifi- 
cations of manufacturing busi- 
nesses and to show their coverage 
by titles to indicate buying power. 


any 


other station! 


It happens month after month, year after year 
after year. Every study shows that KMOX 
wins far-and-away the biggest audience in all 
St. Louis radio. The most recent Pulse, for 
example, shows that the KMOX average share 
of audience is now 50% greater than that of 


And look how this smashing lead measures up 
in terms of quarter-hour wins. KMOX wins 
bigger audiences in 4 out of every 5 weekday 
periods. Bigger audiences in 3 out of every 

5 weekday evening periods. Bigger audiences 
in more weekend periods than all other 
stations combined. In fact, throughout the 
entire week, KMOX wins more than twice as 
many quarter-hour firsts as all other St. Louis 
stations combined! 


If you want to get your product into homes up 
and down the length and breadth of the 

rich Mid-Mississippi Valley market, tell your 
sales story on the station with the biggest 


audiences. Of course that’s... K M re) xX 


“*The Voice of St. Louis’’ 


CBS Owned 


Represented by CBS Radio Spot Sales 


Mr. Conover used The Saturday 
Evening Post as an example of the 
‘kind of general magazine he was 
‘talking about; Time as an example 
‘of the newsweekly, and Business 
Week as an example of the general 
‘business magazine, a category in 
which he also placed Fortune and 
Wall Street Journal. 

The NBP, he reported, is now 
working through its advertising 
sales committee to prepare a pre- 
sentation comparing cost and cov- 
erage of specialized industrial 
publications with the general mag- 
azines, which he said have become 
an increasingly important type of 
medium for industrial advertisers. 


Industrial Directory Out 


A two-volume Greater New 
York Industrial Directory listing 
32,659 manufacturing organiza- 
tions is available now at $40 per 
copy. Totaling more than 1,300 
pages, the directory, published by 
Greater New York Industrial Di- 
rectory, 401 Broadway, also con- 
tains a classified buyer’s guide 
listed alphabetically by product or 
service. 


EYE OPENER 
for 
AD MEN! 


Are you concerned with 
problems of advertising 
production, promotion 
and merchandising? 


If so, send for your free in- 
troductory copy of Adver- 
tising Requirements—and 
stand by for an eye-open- 
ing experience! 
Advertising Requirements 
is the only magazine that’s 
designed to help you do a 
better job of planning and 
preparing your non-media 
advertising. 
Each monthly issue covers 
these definite advertising 
subjects: 
Premiums, Prizes & 
Specialties 
Radio & TV Production 
Printing & Binding 
Art & Photography 
Shows & Exhibits 
Photoengraving & 
Platemaking 
Window & Store Displays 
Labeling & Packaging 


Layout & Typography 
Audio & Visual Aids 
Direct Advertising Paper 


Signs & Identification Materials 


Get FREE 
ISSUE 


Advertising Requirements, 
Dept. AA D20 
200 E. Illinois, Chicago 11 


Send me the current issue of 
AR—FREE—for my inspection. 


Name 
Title 
Firm 
Street 
City . Z 
State 


Note: Regular rate is 1 yr. of 12 
issues for 
wish to subscribe. 


check here if you 
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Hawkins Farnath 


ANNUAL CHEER—The Philadelphia 
chapter of the American Associa- 
tion of Newspaper Representatives 
entertained about 70 guests, in- 
cluding advertisers and agency 
people, at its annual cocktail buffet 
supper party at the Warwick Ho- 
tel. Shown here are: Harry L. 
Hawkins, v.p. and business man- 
ager, Philadelphia Bulletin; L. D. 
Farnath, v.p. and media director, 
N. W. Ayer & Son; Dorothy Smal- 
ley, N. W. Ayer & Son; Roger W. 
Savage, Scolaro, Meeker & Scott, 
and Storrs J. Case, advertising 
manager, Sun Oil Co. At the an- 
WHO, ME?—It just happened to be Nancy Woodworth’s 21st birthday nual meeting, Mr. Savage was 
when she got this wire informing her that she had been selected elected president of the group. 
Miss Rheingold of 1955. Detroit-born, Nancy polled more votes than 
any previous winner in the Liebmann Breweries competition. 


H. Stern G. Stern Newman 


CONGRATULATIONS—The opening of its new offices by Hirshon-Gar- 

field, at 420 Boylston Street, Boston, is felicitated by Donald J. 

Hurley, president of the Greater Boston Chamber of Commerce, to 

Gabriel M. Stern, v.p. of the agency. Looking on are Herbert Stern, 

radio and tv director, and Ruby Newman, merchandising and sales 
promotion director. 


Hurley 


y 4 


Miller Klaus Wiggins Teetor Bolton Askins 


PRESS LUNCHEON—When, in connection with the Auto- 
motive Service Industries show at Navy Pier, the 
National Association of Wholesalers met in Chicago, 
this group gathered at one table: Hal Miller, Wom- 
well Automotive Parts Co., Lexington, Ky., newly 
chosen senior v.p., National Standard Parts Assn.; 


3 


C. A. Klaus, Maremont Automotive Products, Chi- 
cago, former NSPA president; J. L. Wiggins, exec. 
v.p., NSPA; Paul H. Bolton, exec. v.p., NAW; H. R. 
Askins, Phoenix Auto Supply Co., Phoenix, Ariz., 
NAW v.p., and Don H. Teetor, Perject Circle Co., 
Hagerstown, Ind., newly elected president of NSPA. 


THE BREAKS—The Baking Soda Insti- 
tute is supplying these cards to re- 
tailers to use in a special “break- 
a-cold” promotion during the 
winter months. Promotion is based 
on the old-fashioned soda-and- 
lemon formula for stopping colds. 


NUGGET—Hoffman Radio Corp.’s 
entry into the small portable ra- 
dio field has won an “excellence 
of design” award from the Pasa- 
dena Art Museum. Unidentified 
model shows the winning model. 


BULLETIN ILLUMINATION—This system of illumination for spectaculars was invented by 
Rudolph Pabst, former president of Hoffman Beverage Co., Newark subsidiary of 
Pabst Brewing Co. Cadillac division of General Motors was the first company to use 
this technique, in a San Francisco display maintained by Foster & Kleiser. Mr. Pabst, 
who confesses to “an interest in tinkering with mechanical devices,’ worked for more 
than two years on this one. With Robert Van Briggle, he operates the Prism Sign Co., 


San Mateo, Cal. Components of the new technique illumination system include a bank 
of air-cooled multi-reflector lamps, in front of which are 1%” high Du Pont acrylic 
injection molded plastic prisms, set in horizontal wheels. These prism wheels are as- 


bushings. The result, with the ad message on a clear sheet before the prisms, is a bril- 
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-embled on vertical rods and attached to a rotating.system using plastic gears and 


iant scintillation as each light’s reflection is multiplied by the prism faces. 
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‘Disneyland’ Gives 
ABC-TV Wednesday 
Night Rating Edge 


New York, Dec. 15—ABC-TV is | 


claiming rating dominance for 
Wednesday night on the basis of 
early returns from its new pro- 
gramming. 

The Wednesday night lead is 
due directly to “Disneyland,” 
which runs away from the CBS- 


TV and NBC-TV competition and. 


pulls up ABC-TV’s average for 
the evening. 
Trendex ten-city figures for De- 


cember give the Walt Disney film | 


show a rating of 28.5 for the first 
half hour against 13.0 for Doug- 
las Edwards and Perry Como 
(CBS) and 9.7 for Eddie Fisher 
and “Camel News 


Buffalo office, will succeed Mr. 
Ward. Mr. Casto, a v.p. since 1947, 
has been with the agency since 
1926. 


Delco Division to Woltt 

The Delco Appliance division of 
General Motors Corp., Rochester, 
has appointed Ed Wolff & Asso- 
ciates, Rochester, to handle its 
advertising. The division manu- 
factures heating and air condi- 
tioning equipment, water systems, 
electric motors and automotive 
components. Foote, Cone & Belding, 
Chicago, formerly handled the 
account. 


Wolf Leaves Gas Assn. 

H. Carl Wolf, managing director 
of the American Gas Assn. since 
1945, is resigning his position be- 
cause of continued illness. He will | 
be available to the association as 


Caravan” |, consultant. Since June he has| 


(NBC). Arthur Godfrey (CBS) | heen on leave of absence. John W. | 


cuts down the distance for the last | west Jr.. actin P : 
k ; | 7 g managing director, 
half hour, getting 22.9, against 28.3 .i1) continue in that capacity until 


An offer that was 


SO 


well received we'd like to repeat tt: 


The Toledo Blade and Times are willing—and anxious— 


to help solve test campaign problems with almost any special 


service that may be necessary. That is because we have faith 
in newspaper advertising and feel the test campaign is one 
of the best ways to demonstrate what newspapers can do 


that other media simply can’t match. That’s why we suggest, 


for “Disneyland” and 5.4 for NBC’s 
“TI Married Joan.” 

American Research Bureau’s 
findings for November put ABC- 


| 


a permanent appointment has been | 


‘made by the board of directors. 


TV ahead of the field for the two. 


hours starting at 7:30 p.m. on 


Wednesday. ABC’s average rating | 


for the two hours is 26.7, com- 
pared with 25.7 for CBS and 24.0 
for NBC. The margin held by 
“Disneyland” is leveled off by the 


shows that follow at a much low- | 


er rating point. 


BBDO Moves Ward to N. Y.;: 
Casto Succeeds Him in Buffalo 


Alan M. Ward, v.p. in charge of 
the Buffalo office of Batten, Bar- 
ton, Durstine & Osborn, has been 
appointed head of the copy depart- 
ment in the New York office. Mr. 
Ward has been with BBDO for 25 


Alan M. Ward Dale G. Casto 


years and a director for two years. 
Charles H. Brower, who has been 
acting as New York copy chief, 
will continue as exec. v.p. in 
charge of creative departments. 
Dale G. Casto, executive in 
charge of account services in the 


Thig Chrigttnae... 


SN 


f the Ladioe 


ANY QUANTITY $4 75 


FROM 1DO0Z.UP... 


Delivered Fresh 
To Your Office in New York 


It’s the perfect service for executives in 
charge of arrangements—one telephone 
call will give you full information or bring 
to your office, if you prefer, one of our 
representatives! We will amaze you with 
our low charges on any quantity of cor- 
Sages... any flower. We make corsages to 
order from 25¢ up, complete with vial and 
pin. The service, you will find, is superb! 


Dial MUrray Hill 4-7147 Today! 
Flower Enterprises, Inc. 


Flowers For: Company Parties, 
Conventions and Sales Promotions 


804 — 6th Ave., New York 1, N.Y. 


ea. 


first, that you try testing our sincerity and, second, that you... 


TRY TESTING IN TOLEDO! 


TOLEDO BLADE + Datly and Sunday 
TOLEDO TIMES © Worning 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 


Wilkerson Studio 
Fairfield, Iowa (pop. 7,299) 


Commercial studio, and an Ansco 
dealership with a large stock of cameras, 
films, photographic equipment. George 
Wilkerson, owner, said: 

“About 98° of the farmers in this area 
have cameras. The younger people buy new 
cameras, with flash and movie equipment. 
Farmers like the 35mm. pictures in color, 
and buy both viewers and projectors.” 


Pardekooper Drug 
Pella, lowa (pop. 4,427) 

This store is an Eastman dealer. The 
stock of cameras, films, flash equipment 
and accessories, fills a double section 
of shelves from floor to ceiling. 

“Our trade is largely farm. This is one 
of the most camera conscious areas in the 
country. We have many tulips here, and 
people like to photograph them. Every farm 
family has at least one camera.” 


Lyon Camera Shop 
Jefferson, lowa (pop. 4,326) 


Mr. Marvin Lyon, owner, says he has 
sold a total of 1,500 of a certain model of 
camera with flash equipment; and most of 
the sales were to farmers. The store was 
showing twelve 35mm. slide projectors in 
one display, three home movie cameras 
in another. The proprietor said: 

“My trade is mostly farm. Farmers in 
this community are camera conscious. They 
buy cameras, bring in film for developing, 
come to me with their problems.” 


Lehman Drug Store 
Carroll, lowa (pop. 6,231) 


This store carries a $6,000 inventory 
of cameras and accessories, and grosses 
$30,000 a year from its photographic 
section. Beymer Lehman, proprietor, says 
that more than 75% of his photographic 
sales are to farmers; and pointed out 
that there were five other drug stores 
in the town, 


De 


bate, EO AER 
ee hs 


Do you know any better 
customers e e e for anything? Than the farm 


family subscribers to SuccessruL Farminc?...Their farm 
cash income averaged just under $10,000 in 1953. They 
have more spendable income after taxes than the average 
urban family...They spend more time together as a family 
—and more time outdoors—than city people do... In the 
past three years, 82% have remodeled or repaired their 
homes, and 4% have built new homes. They are prime 
prospects for anything that saves effort, adds comfort and 
convenience to family living. 

And there are an awful lot of them—more than 
1,300,000 of the country’s most prosperous farmers. ..a bloc 
of buying power equivalent to another national suburbia, 
in this one magazine! 


... Ask any SF office for the story! 


MereEDITH PuBLISHING COMPANY, 
Des Moines... New York, 
Chicago, Cleveland, Detroit, 


Atlanta, San Francisco, Los Angeles. 
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Quinn Will Head Ross Roy 


James F. Quinn, v.p., will take 


CAR CARD ADVERTISERS! 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


‘CARDISPLAY’ 


CARDISPLAY COMPANY 
8734 Sunset Blvd., Los Angeles 46, Cal. 


v.p., moves to Frank E. Duggan 
Advertising, Chicago, as v.p. Mr. 
Quinn has been a v.p. of Ross Roy 
_for more than a year. 


The NEWS of the Rockies 


In 1953 we published more classified 
linage* than our total linage in 1945. 
Denver grows. Its morning news- 
paper grows with it. 


*Media Records 


vy Mountain News 
Wan ( Scupus Howard Hewpapet DENVER 


over as manager of Ross Roy Inc.| 
on Jan. 1, when John G. Fogarty, | 


‘Pritchard, Daniels Adds One 


Pritchard, Daniels & Dreher, 
Ardmore, Pa., has been appoin- 
ted to handle advertising for 
Thomas M. Marshall Co., Glou- 
cester City, N.J., food store equip- 
ment engineer and manufacturer. 
Regional trade advertising will 
be used. The agency has appointed 
Mrs. Helen Fritz home economics 
consultant on the Hood Chemical 
Co., Joseph Parmet Co. and Jack’s 
Tasty Snack Corp. accounts. Mrs. 
Fritz is a partner in Fritz Crea- 
tive Services and formerly was 
with the Ladies’ Home Journal. 


TV Sets in Use Hit 32,262,000 


The latest National Broadcast- 
ing Co. estimate of the number of 
tv sets in the United States is 
32,262,000 as of Nov. 1. This is a 
gain of 6,000,000 in the last 12 
months, Hugh M. Beville Jr., 


director of research and planning, | 
reports. He said that about 88% | 
| of all the sets in the country are 


now in areas where NBC color- 
casts are available. 


Rosensohn Elected President 


William P. Rosensohn, exec. v.p. 
of Box Office Television, New 
York, has been named president 
of the closed circuit tv company. 
He succeeds Milton Mound, who 
moves up to chairman of the board. 


Well— 
It finally 
happened 


previous year.” 


SPATS 


This month, for the first time 

in its eight years of growth, PD&D 
has NOT exceeded the number 
of advertising units run in the 


corresponding month of the 


“For the curious—-we missed it by 2% 


Advertising 


LIBERACE SELLS—The Cleveland Society for Savings reports $3,000,000 
in new business since Sept. 25, when it launched a poster campaign 


offering a free Liberace record for 
or more. The society has ordered 


Co., New York, producer of “The T.iberace Show” on television. 
Guild Films says more than 1,000,000 records have now been dis- 
tributed by different sponsors. 
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every new savings account of $25 
37,500 records from Guild Films 


New AAFP Code | 
Bars Spec Scripts 


CuHIcAGO, Dec. 14—The new fair 
practices code of the American 
Assn. of Film Producers Inc., 
which is designed to eliminate the 
practice of producers submitting 
competitive outlines or scripts to 
sponsors, has already proven prof- 
itable, according to the AAFP. 

The new code states that all 
scripts, research, etc., are a cost 
of production which can _ be 
charged to the client for whom 
they are designed. Limited treat- 
ments may be offered without cost. 


= Reports from members show 
that at least eight potential spon- 
sors of commercial motion pictures 
have retracted their requests for 
spec scripts. The practice of sub- 
mitting specs started when the in- 
dustry was beginning, when a spec 
script was the only answer to 
“show me.” 

This practice has been proving 
expensive to the sponsor as own, | GOA 
as the producer. It can be shown, 
according to AAFP, that the spon- 
sor pays for the spec scripts he| 
doesn’t buy as well as the ones he 
does. And the elimination of this 
practice will help guarantee the | 


sponsor that he will see a better 
preliminary script from a producer 
who doesn’t have to spend money 
on possible reject material. 


Howard Swink Adds Three 
Howard Swink Advertising 
Agency, Marion, O., has been ap- 
pointed to handle advertising for 
Howard Zink Corp., Fremont, O., 
maker of auto seat covers; Lan- 
caster Lens Co., Lancaster, indus- 
trial glass manufacturer, and the 
industrial division of Fostoria 
Pressed Steel Corp., Fostoria. 


NBC Shifts Richard Soule 
Richard H. Soule, now tv net- 
work sales representative for New 
England, has been named station 
sales representative for NBC-TV’s 
new station sales unit in New 
York. This unit was set up to con- 


centrate on network sales for op- 
tional stations. 

Almost unbelievable! Yet, for only 

55¢ a word (minimum 10 words), you 
cost} get around 600,000 ABC net paid cir- 
= culation. No wonder it’s such a ter- 
rific puller. Get the facts... NOW! 
SCIENCE AND MECHANICS 
DUNHAM BUILDING, CHICAGO 11, ILL. 


“9 Hew does 
Newspaper 


 coverace 


affect 


~ ROANOKE 


asa Test Market? 


a <A In Roanoke just. 
; a about all daily 
F newspaper readers 
et the Times or the 
ld News. Newspapers 
of adjoining market areas 
have virtually no cover- 
age in the 16-county 
market. Duplica- 
tion between morning and 


ROANOKE is an 
IDEAL TEST MARKET! 


ee 
Roanoke and its test market qualifications 


prize winning_broctore. “Portrait of A Newspaper Market 


Acdress Sawyer Ferguson Waiker Co 60 fast 42St New YorRI7 WY 


ROANOKE 


TIMES AND WORLD-NEWS 


ta VIRGINIA 
* FERGUSON WALKER co., “national Representatives 


explaining 
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Advertising Age, December 20, 1954 


Information for Advertisers 


ess industry equipment market 
has been released by Industrial & 
Engineering Chemistry. Copies are 
available from the publication at 
430 Park Ave., New York 22. 


MAKE YOUR CLIENTS BUDGET HAPPY with 


RKRNIMATED — 


“ABCs of Canning Soft Drinks,” | 
a booklet prepared for distribu-_ 
tion at the American Bottlers of 
Carbonated Beverages convention 
in Philadelphia last month, is, 
available from Chris _ Buckley, | 
Continental Can Co., 100 E. 42nd. 
St., New York 17. | 


e A study of the* retail grocery 
field, locating and measuring, for 
the first time, sales and sales po- 
tential of all grocery stores and 
supermarkets in the 3,073 coun- 
ties in the U. S., has been pre-| 
pared by The American Weekly. | 
For further information, write) 
Frank J. Kaus, The American| 
Weekly, 63 Vesey St., New York 7.| 


} 


e The answers to many everyday | 
foreign trade problems are con-| 
tained in a new, revised “World 
Trade Data Booklet,” now avail- 
able from Exporters’ Digest, 253 
Broadway, New York 7, at 50¢ 
each. 


e A study of vacuum cleaner and 
carpet sweeper ownership by sub- 
scribers of Household is available 
in graph form from Victor Haw- 
kins, director of research, Capper 
Publications Inc., Topeka. 


e A new circulation § analysis, 
which provides detailed informa- 
tion and regional circulation of. 
TV Guide has been published by 
the magazine. The first portion 
deals with an analysis by state, 
county and city of the national | 
circulation of the publication; the 
second deals with individual anal- | 
yses, by state, of the 20 separate | 
editions as of April 2, 1954. Copies 
may be obtained by writing to. 
Donald P. Kahn, promotion direc- | 
tor, TV Guide, 400 N. Broad St., 
Philadelphia. 


e Iowa farmers own late model 
passenger cars and use oil heat in 
their homes and buildings, accord- 
ing to a study, “The Iowa Farm 
Petroleum Market,” just released 
by the lowa Farm & Home Regis- 
ter, monthly farm publication of 
the Des Moines Register & Tribune. 
Copies are available from Sylvia 
Stevens of the newspaper’s pro- 
motion department. 


e A data folder on the Canadian 
Builder and the Canadian market, 
prepared in accordance with NIAA 
recommendations, is available 
from Roy E. Melluish, promotion 
manager, Holliday Publications 
Ltd., 146 Bates Rd., Montreal 8. 


e A market and media file, pre- 
pared in accordance with the 
NIAA outline, has been released 
by Electronic Design. Copies are 
available on request to Electronic 
Design, 19 E. 62nd St., New York 
21. 


e “The Southwest, Golden Bonus 
Market” gives figures on the 
growth of Dallas in terms of sales, 


population, buying income as well | 
as potentials of the market. It is 
issued by the Dallas Times Her- 
ald, and copies are available from 
Lloyd Price, manager of special 
services. 


e A report on the highlights of a 
survey on Canadian shopping hab- 
its for drugs, toilet goods and sun- 
dries has been released by Mac- 
lean’s Magazine, 481 University 
Ave., Toronto 2, and is available 
from Hall Linton, advertising 
manager. 


e A market data presentation of 
the billion dollar Spokane market, 


including facts on various indus- 


TV SLIDES ON_FILM 


Why use STILL SLIDES when you can get action — zooms, 
flashes, wipes, etc., at this low price 


10 SECONDS $10} 


PLUS SMALL COST 
OF REPRODUCING YOUR ART 


e Western Industry has prepared 
tries, income, sales, etc., has been q market data and media file in| 
prepared by and is available from accordance with the recommended | 
the Spokane Daily Chronicle and NJAA outline. Copies are available 
Spokesman-Review. | from D. M. Reinhardt, advertising | 

sales department, Western Indus- | 
e A 24-page booklet describing try, 609 Mission St., San Francisco 
the $7.6 billion chemical and proc- |5. 


Send For A 
Sample Ree! Today 


1323 So. Wabash, Chicago, Ill. 


"Sleepless 
nights 
are 


killing 


too!” 


Insomnia is strictly for the birds. If 
today’s high costs are spoiling your 
sleep—and they happen to be print- 
ing costs—just put your product 
catalogs, advertising and sales mate- 
rials, or other fine printing to bed on 
Consolidated Enamel Papers. : 


You can relax the moment Consolidated Enamels 
are on the job because the consistency of quality 
produced by the modern enamel papermaking method 
Consolidated pioneered assures trouble-free runs and 
top-flight results. At the same time, the efficiency of 
this streamlined method in reducing manufacturing 
time and costs saves you 15 to 25% of the cost of 


old style enamel papers. S4 A r é 


production gloss e modern gloss e flash gloss © productolith e consolith 
CONSOLIDATED WATER POWER & PAPER CO. 
Sales Offices: 135 S. La Salle St., Chicago 3, Ill. 


Your Consolidated paper merchant is practically a 
professional sandman when it comes to curing print- 
ing cost insomnia. Let him tell you the whole story 
of why Consolidated Enamels are today’s best value 
regardless of coating method. Or, if you prefer, write 
direct on your letterhead for a free test-run supply. 


enamel 
printing 
papers 
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KTVW Boosts Howard Eaton Videodex Network TV Ratings 
KTVW, Tacoma television sta- 
tion, has appointed Howard Eaton, Week of Nov. 1-7, 1954 
formerly on the local sales staff, . 
antieani sales representative. Copyright by Videodex Inc. 
Maurice Dallimore, formerly on PROGRAM POPULARITY | TOTAL HOMES REACHED 
the publicity and promotion staff | Rank Program Homes | Rank Program Homes 
of National Broadcasting Co., has rs is a % | s‘< t (Liggett & M (000) 
; i -,| 1 Dragnet (Liggett ers, ragnet (ligge yers, 
a ei | see, 116 Cilio nnn 40.3 oe eh eee 11,298 
| 2 You Bet Your Life (DeSoto- | 2 You Bet Your Life (DeSoto- 
| Plymouth, NBC, 132 Cities) ....34.7 | Plymouth, NBC, 132 Cities) ....9,628 
|*3 President Eisenhower (CBS-TV, *3 President Eisenhower (CBS-TV, 
BEST iS NBC-TV, DuMont, 124 Cities)....34.3 | NBC-TV, DuMont, 
4 Jackie Gleason (Schick, Sheaffer | eee 9,612 
G00D ENOUGH | Pen, Nescafe, CBS, 97 Cities) ....30.6 4 Ford Theater (Ford Motor 
| 5 Ford Theater (Ford Motor Co., | RR TAOS) siccdisccrscasinsescssid 8,671 
No cross-section paper can reach the en- | | EE TI CIID), csccciccscoseieseesseses 30.0, 5 Toast of the Town (Lincoln- 
tire plumbing-heating and airconditioning | 6 Fireside Theater (P&G, NBC, Mercury, CBS, 120 Cities) ........ 7,847 
market. THE CONTRACTOR, the industry’s |. es ge ach aikeahssesiesisinsed 28.4. 6 TV Playhouse (Philco, NBC, ; 
reader-catching tabloid, reaches only the top 7 Toast of the Town (Lincoln- | RIE 4s: <csesasaeubesiatecsnassexss 7,553 
25% contractors and wholesalers (20,000). | Mercury, CBS, 120 Cities) ........ 28.3 7 Jackie Gleason (Schick, Sheaffer 
Best for our advertisers. Good enough for 8 Godfrey & Friends (Pillsbury Pen, Nescafe, 97 Cities) ........ 7,534 
you? | Mills, CBS, 98 Cities) .............. 28.1, 8 — 1g gh ose ‘ces 
° . ills, * NE Sbddnctacisins ‘ 
THE iy “a rr) } a aa sleniisiond 27.9| 9% Studio One (Westinghouse, CBS, 
ontractor TV Playhouse (Philco, 84 Cities) eoccvevecccccccocccecccesccceccs 7,255 
PLUMBING © HEATING NBC, 103 Cities) ..........c.scssssse027.9 | 10 Playhouse of Stors (Schlitz, CBS, 
AIR CONDITIONING ¢ APPLIANCES 10 Buick-Berle Show (NBC, ET IID disssncsasécetanbatoiesdvecaasecd 6,736 
Grand Ceoteal Forminet Bitp.. HF. te. 0.%. IE IE spintssisishietnsierioniconi 27.5 * |! Love Lucy was preempted by President 
: | Eisenhower's address. 
Pulse Network 
Radio Ratings 
Nineteen Markets 
September-October, 1954 
Rank Program Rating 
Evening 
1 My Little Margie (Philip Morris, 
CN atl thiocn ss sdnccesicetentsauseccandeevie 5.8 
2 Johnny Dollar & Our Miss Brooks 
(Toni, Whitehall, CBS) ......00........ 5.7 
3 Juke Box Jury (Sustaining, CBS) ....5.5 
4 Edgar Bergen (Kraft, CBS) ............ 5.2 
5 Groucho Marx (DeSoto-Plymouth, 
oe 5.2 
6 FBI In Peace & War (Wrigley, 
NY ak rabies dndissssccondascecsssigesscexaahuae 5.1 
© WO DBI TIS) oaecciccisicccsccssavesese 5.1 
8 Mr. Keen & Crime Photographer 
CI: CBS) cscccicerscssiceccsseese 49 
9 21st Precinct (Sustaining, CBS) ........ 49 
10 Barrie Craig & Dragnet (Liggett 
IE INI) ssssecensicisscessescesiniis 4.7 
11 Godfrey's Talent Scouts (Lipton, 
ME seas ctiiscsncsecacenavazcsnseveeitereieecéd 47 
12 Meet Millie & Suspense (Sustain- 
Ns UNI alters voi ssssavadactcassccevanescccid 4.7 


Monday-Friday Daytime 
1 Helen Trent (Toni, Whitehall, 
MUI Nrdeiibelassivivccciusscasaseseescctsninetsa 6.2 
2 Our Gal Sunday (Whitehall, CBS) ..6.1 
3 Arthur Godfrey (Several sponsors, 


ME Sein shs s-ssssanritevenddecasiccvesaasne’ 6.0 
4 Guiding Light (P&G, CBS) oo... 6.0 
5 Ma Perkins (P&G, CBS) 00.0... 6.0 
6 Road of Life (P&G, CBS) ......... 6.0 
7 Aunt Jenny (Lever Bros., CBS) ......5.9 
8 Perry Mason (P&G, CBS) ........00..... 5.9 
9 Wendy Warren (Armour, P&G, 

RE SU dbtncinhbess ivsessusbavesburadensaresssesie 5.9 


10 Young Dr. Malone (P&G, CBS) ......5.9 


Saturday, Sunday Daytime 


1 City Hospital (Carter, CBS) ............ 3.9 
2 Stars Over Hollywood, Saturday 
Theater (Carnation, CBS) .......... 3.9 


° Othew A / 3 True Detective Mysteries (Sustain- 
Appey: EID saseserescessssecccossvenseiscit 
4 The Shadow (Sustaining, Mutual) ..3.8 
5 Robert Q. Lewis (Several sponsors, 


Just about everybody knows this. Look I Schennscesschcninaosin 3.6 
” ‘ 6 Romance (Sustaining, CBS) ............ 3.6 

what goes on around Christmas time. It — a 

shows up in lots of other ways too—and Fiorini Joins ‘Sunset’ 

‘ P Sunset Magazine, Menlo Park. 
in many places—all year round. One is Cal., has appointed Louis Fiorini 
ca, * * i eastern merchandising representa- 
the gy "8 job well done, o vere Coe tive in its San Francisco office. Mr. 
scientiously performed. Ask yourself, or Fiorini, formerly with the sales 
7 department of Allstate Insurance 
any of the craftsmen in the ROGERS Co., Menlo Park, succeeds John J. 
organizatio n. Smith, who has moved to Sunset’s 


Menlo Park headquarters as re- 
tail sales representative. 


Climalene Co. ‘o R&R 
EN GR AVI N G Climalene Co., Canton, O., has 


om @) M p A N Y appointed Ruthrauff & Ryan, Chi- 
cago, to handle advertising for all 

j consumer producis, which include 

Waster Craftsmen of Photo-€ngraving Seta "Meatcns, iddee tok 
Member of /to, Softene and Spin. A budget of 

‘more than $300,000 will be used 

CHICAGO PHOTO-ENGRAVERS ASSOCIATION ‘for newspapers, magazines, radio 


2001 CALUMET AVENUE * CAlumet 5-4137 * CHICAGO 16 and tv. W. S. Hi!! Co., Pittsburgh, 


Advertising Age, December 20, 1954 


National Nielsen Ratings of Top TV Shows 


Two Weeks Ending Nov. 13, 1954 


All figures copyright by A. C. Nielsen Co. 
PROGRAM POPULARITY* 


. Homes TOTAL HOMES REACHED 

Rank Program % Homes 

“1 1 Love Lucy (Philip Morris, CBS) ....50.3 Rank Program (000) 

2 Dragnet (Chesterfield, NBC) ........ 49.1, 1 1 Love Lucy (Philip Morris, 

3  Buick-Berle Show (NBC) ..........0.... 48.4 UNIS cs sicdershcicicanstickauthadeerensstiaks 14,074 

4 Jackie Gleason Show (Schick, | 2 Dragnet (Chesterfield, NBC) ....13,998 
Sheaffer Pen, Nescafe, CBS) ....47.2 3 You Bet Your Life (DeSoto- 

5 Toast of the Town (Lincoln- } Pepe, TEBG):  scccicsccresessreacs 13,221 
Mercury Dealers, CBS) ............ 46.1 4 Toast of the Town (Lincoln- 

6 You Bet Your Life (DeSoto- | Mercury Dealers, CBS) ......... 12,899 
Phymauth, NBG) ..cccscsccccsseccssessce 45.7| 5 Jackie Gleason Show (Schick, 

7 Max Liebman Presents (Sunday, Sheaffer Pen, Nescafe, CBS) 12,777 
Reynolds Metals, Hazel Bishop, 6 Buick-Berle Show (NBC) ........... 12,463 
Ss: DG): eachsceseccrscastaaeness 41.9) 7 Max Liebman Presents (Sunday, 

8 This Is Your Life (Hazel Bishop, Reynolds Metals, Hazel 
P&G, NBC) 41.5 Bishop, Sunbeam, NBC) ........ 11,711 

9 Steve Allen Show (Sweets Co. of 8 Steve Allen Show (Sweets Co. 
SEEN, GHEE Kvisacsictsicsomninesensd 41.3 of America, NBC) ................ 11,581 

10 Disneyland (American Motors, 9 This Is Your Life (Hazel Bishop, 
American Dairy, Derby Foods, PTR, RROD ccssicssssctzsscosveciassass 11,549 
BID Seicassasesescscviensseassi 41.0110 Ford Theater (Ford Motor 

*Percentage of homes reached in area | Gis | SUEY dsetetsctbeitehsseeceracia 11,001 

where program was telecast. 

Pulse Network TV Ratings 
Nov. 7-13, 1954 
EVENING, ONCE-A-WEEK | Rank Program Rating 

Rank Program Rating 16 Steve Allen Hour (General 

1 1 Love Lucy (Philip Morris, | PO SE) Knmusinnnisininaun 26.0 
IE aaa scceacecsctiscaniadsesissasizsticazionss 40.3 17 Justice (Borden, NBC) .........ccecees 25.6 

2 Dragnet (Liggett & Myers, NBC) ..39.1 18 Two for the Money (Old 

3 Jackie Gleason (Shick, Nescafe MINS MOMMY. cacisneaccassscasinpecoseecens 25.6 
ee | | 37.4|19 Studio One (Westinghouse, 

4 Toast of the Town (Lincoln- NMED Sissvcsececsanvsiérasicamasanaieerseetavevia 25.5 
PE, GOED cescaccisscsisavsscccccseseg 35.9|20 I've Got a Secret (Cavalier, 

5 Groucho Marx (DeSoto-Plymouth, GUE) acssidieacsacinssassccesncdiaginanssassccats 25.0 
WUE: - desaasansddansvavisqeusnisdissscsusesnaien 34.6 

6 Godfrey's Talent Scouts MULTI-WEEKLY SHOWS 
I, TI  eiinieadisieccdiinad 30.8, 1 Perry Como (Chesterfield, CBS) ....14.7 

7 Godfrey & His Friends (Toni, 2 Howdy Doody (Several spon- 
Pillsbury, Frigidaire, CBS) ........ 28.6 WE PD -hcsativiccadennsdoinsidacesesnid 14.0 

8 Our Miss Brooks (General 3. Eddie Fisher (Coca-Cola, NBC) ...... 13.9 
PINE, MOUND cacsiatecscssessssvscceccessense 27.6| 4 Camel News Caravan (NBC) ........ 13.5 

9 Ford Theater (NBC) ..........ccc0 27.4| 5 Dinah Shore (Chevrolet, NBC) ....13.1 

i0 Burns & Allen (Carnation, 6 Douglas Edwards (Pall Mail, Ameri- 
IIs. GHEE rscccnsssinscvnssneescs 26.7 can Home Products and Geritol, 

11 December Bride (General Foods, OE nicissbadsiuniinieininieonabiniiedenianiaes 12.4 
EE ivhipdeacacisieiicaseeeaedics 26.3| 7 Arthur Godfrey (Several spon- 

12 This Is Your Life (Hazel Bishop, SING TN dortssseissisciiiscrrtiesarteans 11.6 
Ps, MINED dskassaciciscscccssdasusresssces 26.2, 8 Search for Tomorrow (P&G, 

13. What's My Line (Stopette, NOUN -esgesvepussaasaidssssastiacandetoestcatioels 11.6 
ROMIBION, CBS) onccccscsescscssssseesse 26.2; 9 Guiding Light (P&G, CBS) ........ 11.5 

14. Mama (General Foods, CBS) ........ 26.1;|10 Love of Life (American 

15 Fireside Theater (P&G, NBC) ........ 26.0 Home Products, CBS) ............006 11.2 

Smith Co. Boosts Byrne icle, has been appointed to the San 


Charles E. Byrne, formerly sales | Francisco sales staff of Western 
manager of Smith Co., San Fran- | amily. 
cisco, has been promoted to gen-) 


eral manager of the direct mail Marble Names Humphries 


consulting company. Wilfred H. Humphries has been 
named an account executive for 
Rafter to ‘Western Family’ Ross C. Marble Advertising Agen- 


William H. Rafter, formerly in cy, San Francisco. Mr. Humphries 
the national advertising depart- recently completed a tour of duty 


ment of the San Francisco Chron-| with the U. S. Navy. 


NOW AVAILABLE FOR THE FIRST TIME 


the COMPLETE Picture of Buffalo’s 8-County 
Market in a Single, Ready Reference 


Population Characteristics — Retail Trade Statistics — Buying Power 
Figures — General Data— for City of Buffalo, its ABC City Zone, 
Metropolitan Area, and Complete 8-County Market. 

42 pages of factual, minutely detailed marketing and sales informa- 
tion arranged for quick, convenient reference. Five colored maps. 


Eaton tinted bus « copy \, \ rif BUFFALO 
will be delivered to f 


executives requesting it ~~ New York's COURIER 
~ EXPRESS 


REPRESENTATIVES: SCOLARO, MEEKER & SCOTT Pacific Cocsi- OOVLE & HAWLEY 


s. 


formerly handlea the account. 
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Sheep Growers Will 
Use $2,000,000 of 
Subsidy in Campaign 


SALT LAKE City, Dec. 14—Na- 

tional Wool Growers Assn. wound 

. up its four day convention last 

: week after voting to start proceed- 

ings to make possible a “war | 

chest” estimated at $2,000,000 to 

promote increased use of lamb and 
wool. 

The fund would be raised under 
provisions of Section 708 of the 
National Wool Act of 1954, which 
permits the use of a portion of 
government incentive payments 
for promotional purposes. The 
campaign will be handled by 
American Sheep Producers Coun- 
cil, which is expected to be head- 
quartered in Chicago. 

The convention agreed to limit 
this promotional diversion of in- 
centive payments to one cent per 
pound of wool. The next step to 
be taken is the submission of the | 
proposal to the Secretary of Agri-| 
culture. He will then set up aj} 
referendum. The convention 
agreed to base the referendum on 
the vote of producers responsible 
for two-thirds of the national 
volume, rather than on two-thirds 
of the number of wool producers. 


cae ee 


® Possible pattern for the lamb 
promotion campaign was advanced 
by Gale Smith, public relations 
director of Producers Livestock 
Marketing Assn. of Salt Lake City. 
Mr. Smith pointed out that per 
capita consumption of lamb in the 
se mountain states has been only 
about one pound; so Utah was 
used as a test area for a campaign 
to boost sales. 

The campaign was conducted for 
four months this year, with satura- 
tion radio and tv as the backbone. 
Lamb was plugged as an easy-to- | 
digest, high protein, low calory 
meat. Tv spots featured local ath- | 
letes and beauties offering testi- 
monials. In addition, ways of pre- 
paring the meat were featured, 
along with the desirability of cuts 
other than leg. 

Results of the promotion were 
e called excelient, with an average 
° increased consumption of 54%. 
One packer showed a 250% in-' 
crease in one month, and some 
retailers showed gains up to 600%. 
Radio and tv accounted for more 
than half of the $25,000 budget. 


# An interesting sidelight of the 

campaign was a reduction in the 

retail prices of lamb chops and 

legs up to 20¢ a pound. The price 

cuts were made possible by in-| 

creased sale of other cuts, which 

brought the retailer more income 

per carcass, even though wholesale 

prices remained unchanged. 

The convention elected Wallace 

j Ulmer, Miles City, Mont., presi- 

dent. Fort Worth, Tex., was chosen | 

me as the location for the 1955 con- 
fe vention. 


Minute Maid Sets Juice Drive | 


Minute Maid Corp., New York, 
will concentrate on a tv spot cam- 
paign and color pages in chain- 
store-distributed publications to 

; promote its frozen orange juice) 
; next year. A tv spot drive will be 
- launched next month in from 15 to. 
20 major markets. Six chain-store 
magazines will be used in Febru- | 
ary, then alternated the rest of the 
year, three each month. Also on) 
the schedule are pages in the Jan. 
10 Life and February Good House- 
keeping, plus sponsorship of the} 
New Year’s Day Tournament of | 
Roses parade, over NBC-TV. Ted | 
Bates & Co., New York, is the 
agency. 
CBS Radio Names Morby 

Ole Morby has been appointed | 
manager of stations relations for) 
CBS Radio, New York. He has! 
been western division station re-| 
lations manager of the network) 
since October, 1951. | 


Advertising Age, December 20, 1954 


Air Command Seeks Agency ' 

Continental Air Command, 
Mitchel Air Force Base, New York, 
has announced plans to invite 
competitive solicitation for its Air. 
Force Reserve recruiting business, | 
a public service type account 


000. Agencies interested will be 
briefed on procedures and objec- 
tives at a special session Jan. 5. 
Meanwhile they are to communi- 
cate with the Chief, Office of In- 
formation Services, at the base. 


amounting to approximately $270,- ‘at | 
ht 4 


AAR Continues Campaign 

The Assn. of American Rail- 
roads, Washington, has reported 
it will continue public relations 
advertising in general, news, busi- 
ness, farm, educational and press 
publications in 1955. The budget 
of $815,000 for space is about the 
same as in 1954. Agency is Benton 
& Bowles, New York. Since drop- 
ping “The Railroad Hour” in June, 
the association has been off the 
air. It is continuing to study tv, but 
reports it sees no prospect of enter- 
ing that medium in 1955. 


PAID CIRCULATION 


originator of the industry’s 


Mikliou D 


BAKERS OF AMERICA PROMOTIONAL PROGRAM 


Example of Industry leadership that builds high readership for your 
sales story to this 5 billion dollar industry, 


| © BAKING INDUSTRY © | 


Rts Bakers 
_ 105 West Adams St., Chicago 3, Ill. 


Helper 


seme” seer 


| CLISSOLD BUSINESSPAPERS: THE CANNER + BAKING INDUSTRY + HOSPITAL MANAGEMENT 


you get this Helpful Handbook 


Spotlights 

More Than 

125 Solutions to 
WORK-A-DAY 
ADVERTISING 
PROBLEMS! 


Look to Advertising Require- 
ments for the answers to your 
problems of production, promo- 
tion and merchandising. 

It’s the only national magazine 
devoted entirely to helping you 
plan and prepare non-media ad- 
vertising. 

AR covers the fields of Signs & 
Identifications Materials, Window 
& Store Displays, Audio & Visual 
Aids, Printing & Binding, Pre- 
miums, Prizes & Specialties, 
Shows & Exhibits, Labeling & 
Packaging, Photoengraving & 
Platemaking, Direct Advertising, 
Paper, Art & Photography, Lay- 
out & Typography. 

If you’re at all concerned with 
problems of production, promo- 
tion and merchandising, you’ll be 
mighty glad you took advantage 
of this special get-acquainted 
offer. Clip and mail the coupon 
today. You must be satisfied or 
your money back. 


Advertising Requirements is 
published by the publishers 
of Advertising Age and In- 
dustrial Marketing 


with a Get-Acquainted 


es 


How I | 


AR is 4 


te features 17 


favori “How 
o a peer section called SOLVED 
reguee ss 
Solved It- . IT 


jbutions from ‘ 
The best — effective solutions to 


—the most helpful, roblems — appea? 


existence. 
and helpful to anyon advertising 
0 ongen merchandising- 


\ 


| promotio 


) 


Here's a partial list of contents — 


Obsolete Newspaper Mats 
Become Promotion Pieces 
Finds Graph Paper Ideal 
For Fool-Proof Paste-Ups 
Bookmatches Introduce 
Members of the Board 
Uses Thumb Tacks 
To Establish Margins 
Lined Mailing Bag Used 
To Ship Sales Material 
Ordinary Light Bulb 
Shows Product Change 
Special Badge Solves 
Advertising Problem 
Chain Develops Low 
Cost Dealer Service 
Record Book Answers 
Production Questions 


Single Disc Serves As 
Showcase Presentation 
Self-Adhering Acetate 
Gives Layouts Sparkle 
Zone Numbers Easy 
Method to Keep Ads 
Suggests New Method 
for Unsticking Photos 
One Minute Photographs 
Build Exhibit Attendance 
Photostat Copy File 
Saves Time and Money 
Finds Window Shades 
Keep Art Boards Clean 
One Cut— and Label 
Becomes Streamer 
No Mat Proof for 
Layout? Try This 


Firm Tells New Address 
With Old Letterheads 
How To Make Changes 
In Penciled Layouts 
Combines Booklet with : 
Blotter, Solves Problem 
Dial and Tear-Out Pages 
Make Sales Aid Effective 
Loose Leaf Pages Cut 
Dealer Booklet Costs 
Oversize Mailing Pieces 
Gain Buyers Attention 
Portable File Used by 
National Cash Register 
Menu Stickers Answer to 
Drug Chain's Headache 
Counterfeit Information 
Assures Display Spot 
Overlays Save Photos Ad Manager Sets Up 
Cut Costs for Client Effective Art File 


TRIAL INSPECTION — MONEY BACK GUARANTEE 


ADVERTISING REQUIREMENTS, 
Dept. D20, 200 E. Illinois Street, Chicago 11 
Send me the Handbook, ‘How I Solved It,” with your compliments and start my 


i-year trial subscription to Advertising Requirements at your regular $3 rate. I must 
be satisfied or my money back. 


My Name - a SE eeeneenietnintinndimenindigaes 
Company... eatin a 

eC Giectcteinns ’ - - ssatpnanpitieta etic aed . 
oS enclosed {) Bill me (1) Bill my a oe 


(] Check here if this is a renewal subscription in which case your subscription will 
be extended and the Handbook mailed you as a gift. ss Ror Set 
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Sales Acceleration 


of 1955 Cars | | 


Leaves Detroit Auto Men Breathless 


(Continued from Page 3) 
duction pace was the postwar sin- 
gle-day production record of 7,310 
for Ford cars and trucks set last 
week in the company’s 16 assem- 
bly plants. The total included 5,- 
962 cars and 1,368 trucks. 

Chrysler Corp.’s bid to regain its 
traditional 20% share of the mar- 
ket with a completely changed line 
of passenger cars seems to have 
been successful so far. 

The demand for Plymouths has 
been so big that the division is 
working two shifts a day to turn 
out 3,400 cars every 24 hours. Ply- 
mouth will produce 78,999 cars in 
December, the biggest one-month 
output in its history. 

John P. Mansfield, president of 
Plymouth division, said the pro- 
duction schedule will be main- 
tained for the first quarter of 1955, 
and that it was arrived at on the 
basis of the new model’s perfor- 
mance in the first three weeks on 
the market. 


= Commenting on the pleasant 
headaches caused by car shortages 
in the 10,300 dealers’ showrooms, 
Mr. Mansfield says: “It’s nice 
trouble to have. I just love this 
kind of trouble for a change. You 
know I’ve had a little of the other 
kind recently. 

“T look to 1955 as a banner year 
for Plymouth. I just don’t see how 
we can miss now. We hope to build 
726,000 cars in the 1955 model 
year. It will be our biggest volume 
year, bettering 1953 when the total 
was 633,000 cars.” 

Mr. Mansfield says dealers are 
in such a hurry for cars that they 
are not particularly choosy about 
the body style, color or other op- 
tions. He added that he hasn’t seen 
a similar demand for Plymouths 
in any previous normal year in his 
30 years in the auto business. 


# Ford and Chevrolet are also) 
rolling along at a rapid clip with) 
the public obviously taking a lik- 
ing to their new models. Oldsmo- 
bile, Pontiac, Buick are not finding 
much sales resistance. Demand 
for 1955 Olds helped the division 
set a record of 400,000 for the 
calendar year, which includes) 
both the 1954 and 1955 models. | 

Dodge is fast forgetting about 
poor sales of its 1954 model as the | 
new line is being produced in re- | 
cord numbers and dealers are) 
clamoring for more. Already 
Dodge, too, has expanded its pro-| 
duction schedules. 

Chrysler division for the second 
time this year has expanded its 
Dallas sales territory. E. M. Brad-| 
en, general sales manager of the 
division, says: “Texas is one of| 
Chrysler's strongest markets and) 
the state accorded our new cars a) 
tremendous response in show-| 
rooms. Orders are being received | 
from Texas and the rest of the na-| 
tion at double our daily rate of) 


output.” | 


@® Ford said its 1955 car ieteetiio-| 


tion on Nov. 12-13 drew the great-| 
est crowds since the 1927 showing. 
L. W. Smead, Ford division gen- 
eral sales manager, adds that the 
public enthusiasm for the 1955 
Ford “‘was the greatest for the car 
in nearly 30 years.” 

Crowds were so large at one 
New York dealership that a show- 
room plate glass window was bro- 
ken; a single Knoxville dealer 
counted 10,000 visitors opening 
day; in Los Angeles, 750,000 per- 
sons visited Ford dealerships on 
opening day. 

At Key West, a severe rainstorm 


| promoting more widespread use of 
_the product?” 


Studebaker-Packard Corp. with 
the largest volume of orders for 
the Packard models in Packard 
history, according to James N.| 
Nance, corporation president. 


s When Cadillac, Buick and Olds-| 
mobile brought out the new look) 
in 1954 they apparently served a. 
double purpose—setting them-— 
selves as sales trail blazers and 
whetting the appetite of the pub- 
lic. The result was that a large 
segment of the public waited until 
1955 for their “favorite” companies | 
to join the new look. 

On the debit side is the fact that 
dealers are not very reluctant to) 
do a little “hoss trading” to make | 
a deal. A large percentage of the 
heavy volume of sales is for less 
than list price, especially when 
over-allowance on trade-ins is 
considered. 

But this detracts little from the} 
solid facts that the 1955 model | 
passenger cars are being bought— | 
or sold—and a genuinely healthy 
economic situation has been cre- 
ated. Companies, dealers and even | 
the buyers are showing confidence | 
that was sadly lacking a year ago. 


MARKET EXPANSION 
NEEDED, SAYS QUINN 


Detroit, Dec. 15—Market ex- 
pansion is needed as much as com- 
petition, E. C. Quinn, president of, 
Chrysler Corp.’s Chrysler division, | 
told admen Friday. 

Addressing the Adcraft Club 
of Detroit, he declared: “We need | 
competition plus another highly 
important ingredient—creative, 
selling that extends the market.” | 

Competition, he asserted, aims. 
only for a larger slice of the exist- 
ing pie, and results in limited sales | 
goals. He urged extending efforts. 
of business men “into new areas 
and contacting people we normally 
might not reach.” | 


a Mr. Quinn pointed out that,| 
while “outside estim tes” of 1955 
automobile sales “reach from 
5,300,000 to 5,500,000 cars,” sales 
predictions of individual manufac- | 
turers total more than 6,000,000. , 
“Competition plus” will be re- 
quired to sell the extra half-mil- 
lion cars the industry plans to 
produce, he said. 

He advocated seeking new uses 
for all products and commented: 
“Real creative selling means that 
we must go out after a share of 
the business that nobody might 
have had if we had not gone after 
it ourselves.” 

More advertising and more ef- 
fective use of all media are re- 
quired to do the job, he said. He 
said advertising executives should 
ask these questions in judging) 
either a single ad or a full cam- 
paign: 


= “1. Are we doing everything we 
can to reach more people than in 
1954? 


“2. Will more people see our ad- 
vertising? 

“3. Will more of those who see’ 
it be more influenced by it? 

“4. Is at least part of our adver- 
tising aimed at selling the basic 
advantages of the product, regard- 
less of make? 

“5. Do we sell our make of prod-| 
uct without breaking down confi- 
dence in products of the same 
general type? 

“6. Is at least part of our adver- 
tising pointing out new uses and 
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RIGHT THERE—In New York, more than 600 Kaiser-Willys dealers 
gathered at the Sheraton Astor Hotel; here they see and hear Hick- 
man Price Jr., sales v.p., expound 1955 products and plans. 


BACKSTAGE PLANNERS—This quartet 
in helping to set up the closed circuit telecast to introduce the 1955 


line of Kaiser-Willys jeeps and 


was very busy behind the scenes 


cars. Left to right: William P. 


Rosensohn of Box Office Television, which staged the telecast; 


William Weintraub, head of the 


agency of the same name; Steve 


Girard, v.p., and Edgar Kaiser, president of automobile company. 
Dealers in 22 cities in the U. S. and Canada saw this large screen 
telecast. 


‘Redbook’ Survey 
Blames Auto Dealers 


for Brand Switches 


New York, Dec. 14—Redbook’s 
sixth annual automobile survey) 
gives a resounding whack to auto- | 
mobile dealers and holds them. 
responsible for the shifting brand 
loyalties among car buyers. 

The survey o: Redbook sub-)| 
scribers predicts that “the average 
car manufacturer will lose approx- 
imately 30% of his present owners 
to some other make.” 

A study of the reasons given by 
owners who are switching “shows | 
that 54% are dissatisfied with 
their dealers anc that more than 
25% of them have no complaint to 
make at all with the car but only 
with the dealer.” 


= The dissatisfied owners 
indifference, lack of 
distrust and impoliteness upon the 
part of the dealer. Redbook con- 
cludes that “the bulk of business 
being lost by car manufacturers | 
is due largely to the ‘attitude’ of 
part of his dealer group.” 


cite | 


est degree of ‘and loyalty is | 
shown by Cadilla’ (85.3%), Buick | 
(83.4%) and Ol¢:mobile (79.3%) | 
owners. Among Chevrolet and 


courtesy, | 
| 


but 11.4% plan to buy the car 
next time. 

Other highlights from the sur- 
vey are: 

1. 85% of Redbook families own 
cars. 

2. 17.5% own two or more cars. 

3. 29.9% plan to buy a car in 
the next 18 months. 

4. The trend among young adults 
is toward convertibles, station 
wagons and two-door hardtops. 

For the survey, Redbook sent 
four-page questionnaires to 35,135 
subscribers, getting a return of 
27.6%. 


Lionel Distributes Cards 


Lionel Corp., New York, for the 
sixth successive year is distribut- 
ing 6,400,000 miniature 24-sheet 
poster cards with its model train 
equipment in cooperation with 
eight national advertisers and 
Standard Outdoor Advertising Inc., 
New York. The miniatures, dis- 
tributed in sets of eight, feature 
|poster designs advertising Wrig- 
ley’s gum, Campbell’s soups, Du 
Pont anti-fre 
Lipton tea, 
Fram filters and General Motors 


bicycle brake. 
The study fourd that the high-| icycle brake 


Wiggen Wins ‘Post’ Prize 


Charles V. Wiggen of Abraham 
& Straus, Brooklyn, is the winner 


Automatic Vendors 
Will Help Dispense 
With ‘55 Milk Glut 


New York, Dec. 15—Milk vend- 
ing machines—there are now 16,- 
000 of them—have opened up a 
$22,000,000 “impulse market” for 
the dairy industry, Robert Z. 
Greene, president of the Rowe 
Corp., reported today in a year- 
end statement. 

Mr. Greene, who heads one of 
the biggest companies in the auto- 
matic vending field, predicted that 
milk sales through vendors are 
“likely to double in 1955 and may 
eventually wipe out the entire 
milk surplus.” 

The Rowe president said the 


_vending industry’s gross sales will 


hit an estimated $1.7 billion in 


1954, a $200,000,000 increase over 


| 
| 


last year’s $1.5 billion. For 1955, 
he sees the following develop- 
ments: 


1. Expansion of “robot restaur- 
ants’—hbatteries of food vendors 
which serve a complete soup-to- 
nuts meal. Some 150 industrial 
planis are now using these in lieu 
of cafeterias. 

2. Introduction of 24-hour ven- 
dors which fit right into store 
windows. Store-front vending is a 
big business in Europe, enabling 
retailers to sell their merchandise 
while the store is closed. 


3. Production of three-price, 
larger-capacity cigaret machines. 
Rowe is now making a new 14- 
column “Ambassador,” which can 
vend any type of cigaret on the 
market today. 


4. Vendors with mechanical 
voices. The Rowe-corder is a 
miniature record player. When 
fitted to a cigaret vendor, it re- 
minds the customer to buy two 
packs and not run short. Its equi- 
valent will be used on milk ven- 


'dors in 1955. 


CHAIN VENDS COUPONS 
IN CIGARET MACHINES 


PHILADELPHIA, Dec. 16—A 
coupon promotion tied in with 
cigarette vending machines 
launched by Food Fair Stores Inc., 
supermarket chain here, is gaining 
widespread attention and a watch- 
ful eye from competing chains. 

A “dime-saver” certificate good 
for 10¢ on every $5 worth of mer- 
chandise purchased in a Food Fair 
store is being dispensed with 
every package of cigarets pur- 
chased in vending machines. 

A one-third page newspaper ad 
amnouncing the coupon promotion 
said the certificates are “exclusive 
to the residents of Philadelphia 
and vicinity,” and the coupon it- 
self says it is redeemable “exclu- 
Sively at Food Fair.” The ad 


new 


| listed all Food Fair markets in the 


Philadelphia metropolitan area. 
Trade sources here report that 
the promotion may touch off a 
coupon war with competitive 
chains setting up similar promo- 
tions, or at least result in other 
chains offering to redeem the 
Food Fair coupons at face value. 
Coupons are being handled 


eze, Sunoco gasoline, | ijrough an outside company and 
Treck Breck shampoos, not directly with 


the cigaret 
vending machine firms, AA 


‘learned. A spokesman for the chain 


Ford owners, ab ut 25% plan to of the $250 first prize in the New, 


switch makes ne.‘ time. 


/York Post’s “guess our gain” con- 


Chevrolet is tie most popular test. Mr. Wiggen guessed the paper | 


car among Redb ok readers with 
a 20.3% owners’ ip, followed by 
Ford (15.6%) and Plymouth 
(10.3%), accordi’'g to the survey. | 


s A question on ‘uture buying in- 
tentions shows B.\ick and Oldsmo- 


gained 1,017,000 lines in the first 
11 months of 1954. His estimate 
was 617 lines short. 


Honolulu Adclub Elects 
Don Woodrum, of Woodrum, 


declined to reveal the name of the 
company. 


Four Join Bryan Houston 
Bryan Houston Inc., New York, 
has announced four additions to 
its staff. Albert W. Allen, former- 
ly with Kenyon & Eckhardt, has 
joined the merchandising staff; 


|Leslie N. Daniels Jr., formerly a 
| copy group head at Lennen & New- 


Weiss & Geller Names V.P. 


Carney & Staff, has been elected | 


failed to dampen the enthusiasm, 


and 1,200 persons attended the in-| 


troduction, many of them arriving 
by motorboat, Mr. Smead said. 
Pre-production interest flooded 


|bile coming up *‘‘rong. Buick has 

Arthur Gordon, for 14 years art only an 8.5% slice of the present 
director of Weiss & Geller, New Redbook market. but 12.6% plan 
York, has been appointed a v.p. of te buy Buick next time. Oldsmo- 
the agency. |bile has only a 0.7% preference, 


temporary chairman of the Hon- 
olulu Advertising Club, recently 
organized under the sponsorship 
of the Advertising Agency Assn. 
of Hawaii. 


ell, has been named a copywriter; 
Nelson Daniels, previously with 
Al Paul Lefton, is a tv producer 
in the agency’s radio-television 
department, and J. Alway (Jack) 
Marsicane has transferred to the 
account executive staff from Foote, 


Cone & Belding. 
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Colman, Prentis 
Loses Accounts 
Via Elevator 


(Continued from Page 2) 


eration here, CPV ranks as one of 
the world’s larger advertising or- 
ganizations. It is one of the top ten 
agencies in Britain, and it runs 
thriving agencies in Caracas, Ven- 
ezuela, and Milan, Italy. It also 
has an office in Paris. Much of its 
business is in the export field. 

Mr. Fick has had the Brentano’s 
account for six years. He handled 
it first through his own agency, 
Colonial Advertising Associates. 
He then moved it to L. E. McGiv- 
ena & Co. before coming to CPV 
15 months ago. Brentano’s operates 
15 retail book stores in the coun- 
try, with its biggest business con- 
fined to the Washington, D. C., 
area. 

We Moderns Inc. is a new com- 
pany, and Mr. Fick told AA that it 
is planning to open a fairly ex- 
tensive magazine campaign next 
year. 


a Mr. Fick said he first became 
interested in Lewin, Williams & 
Saylor when he met the president, 
A. W. Lewin, in the building ele- 
vator one day. 

Lewin, Williams also announced 
this week that it has been ap- 
pointed by the Associated Rail- 
roads of New Jersey to handle 
their advertising. The account will 
be serviced by the agency’s New- 
ark office. 

Mr. Fick will be joining Lewin, 
Williams as a v.p. and account 
group head. Mr. Whitsett will be a 
group art director. Both will trans- 
fer Jan. 1. 


Steinway Campaign Stresses 
Children Need More Doing 


Steinway & Sons, New York pi- 
ano maker, has started an adver- 
tising campaign centered on “The 
ing campaign centered on the “The 
child and his relationship to his 
present-day pushbutton environ- 
ment.”’ The ads—emphasizing “The 
things that money can’t buy”—will 
stress that children need more 
doing, less looking. 

Magazines being used are House 
Beautiful, House & Garden, The 


_ EL PASO 


The Fabulous Southacst 


A Good Buy 
NOW BETTER 


El Paso's Two Great Newspapers 
Reach an all time high in 


CIRCULATION 
87,978* 


*Publishers’ statement, six months 
ending September 30. 1954 


Che Zi Paso Times 
An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Hewerd Newspaper 
Evening 


TWO Seporate Newspapers 
30° Line BUYS BOTH! © 


ne Tha 
ee 


pees 


New Yorker, Saturday Review 


and business publications like : e 
American Music Teacher, Etude Serving The Central Ohio Valley 4 
and Music Educators Journal. ” — Industrial Heart of The Nation 


W. Ayer & Son is handling. 


Allman Adds Divco Corp. Huntington, a trading center for 613, 
Allman Co., Detroit, hes been 400 people who spend $415,842,000* 
appointed to handle advertising annually, is serviced completely by the 
and marketing for Divco Corp., newspapers of the Huntington Publish- 
Detroit maker of delivery trucks. ing Company. 
Newspapers, magazines and direct | ; ; ; 
mail will be used. Allman has ap-| Where industry is concentrated in this 
pointed Robert F. Anthony, for-) rich Tri-State region, there are large pay- 
merly director of sales and ad- rolls. Reach them daily with the most 
vertising of Peterson Window complete coverage in the area through 
Corp., Ferndale, Mich., to its crea- 
tive staff. The Huntington Advertiser 


The Herald-Dispatch 
Mattel Inc. to Carson-Roberts . 
Mattel Inc., Los Angeles toy The Herald-Advertiser 


manufacturer, has appointed Car-— HUNTINGTON, WEST VIRGINIA Owens-Illinois is typical of scores of 
son-Roberts Inc., Los Angeles, to. : : , ith rolls 
handle its advertising, effective *SM Estimates major industries who ng = 
Jan. 1. J. Walter Thompson Co., Represented by The Katz Agency of the rich Central Ohio Valley. 


Los Angeles, is the current agency. | 


“Best darn salesman I’ve ever seen!’ 


Seriously, Mt. Washington TV is one of the 
“best darn salesmen you’ve ever seen”... anda 
good many people have found it out already! 


The sponsors of I Love Lucy, Omnibus and ; 
Bishop Sheen know that the Mountain is a “born 
salesman”... it reaches most of Maine, New 
Hampshire and Vermont at about half the cost 
of any other 3 TV stations in the area combined. 


ces-asc) = [VT YW ss Channer's 


John H. Norton, Jr., Vice Pres.and General Manager REPRESENTED NATIONALLY BY HARRINGTON, RIGHTER & PARSONS, Inc. 
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Says Training of ‘30s Would 
Create Healthy Crop of Admen 
To the Editor: I have enjoyed 
reading ADVERTISING AGE for many 
years, and during this time I have 
refrained, difficult though it was 
at times, from commenting on any 
of your fine articles even though 
certain questionable points were 
expounded by many supposedly , 
experienced agency men. How- 
ever, after reading David Ogil- 
vy’s dissertation on the woes of 


With a smaller ad 


you can cover more ground 


eeeeeee stay in businesslonger. And Walk 
can now be of help to you. Few have | 
JAY P. better experience. Write for proof. | 
WALK advertising typography 
11 E. HUBBARD ST * MO 4-6134 * CHICAGO 11 { 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


the business (AA, Nov. 29), I 


| 
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|learn. Counsel him wisely to seek 
other employment should he not 
show the willingness. 

The advertising business, itself, 
|is to blame for its lack of talent. 
| Too little time is spent on its prac- 


tical development—too much stress | 
It would undoubtedly be a won-|is placed on merely filling existing 


found it impossible to restrain my derful feeling, indeed, to be able to| vacancies. 


thoughts on the matter. 

Agreed, the advertising agency 
business, together with any busi- 
ness utilizing the services of ex- 
perienced advertising personnel, 
would most certainly benefit from 
the establishment of an accredited 
advertising school. But, if we were 
to lean toward such a proposed 
brain factory for bright boys to 
fill the shoes of able advertising 
men, wouldn’t we be discounting 
the age-old cry of, “Give us man 
with grass roots experience—the 


ifellow who’s had a taste of hard 


work, who’s known the irritation 
of catering to the public on the re- 
tail level, the fellow who’s ex- 
perienced the feeling of pressure 
that only a daily newspaper can 
hand out’? 


ulation 


rciit: 


WINSTON-SALEM IS 


IN NORTH CAROLINA 
IN CITY ZONE 
@) POPULATION 
° 
WINSTON-SALEM CITY ZONE POP... 121,578* 
9-COUNTY AREA. 431,259* 


KING-SIZE incom 
2 a 


*1950 CENSUS 


pp 
yh 


WINSTON-SALEM IS ALSO 


No, 


WINSTON-SALEM 


IN NORTH CAROLINA 
IN CONSUMER 
SPENDABLE INCOME 


"4 


CONSUMER SPENDABLE 


INCOME (Corporate limits only) - 
9-COUNTY AREA... 


.... $148,256,000** 
$527,199,000** 


**1954 CONSUMER MARKETS 


WINSTON-SALEM 


and Northwest 


YOU CAN'T COVER 
NORTH CAROLINA 
WITHOUT THE 
JOURNAL & SENTINEL 


The Journal & Senti- 
nel are the only pa- 
pers in the South of- 
fering a Monthly 
Grocery Inventory — 
an ideal test market. 


WINSTON-SALEM. 


JOURNAL and SENTINEL 


_ MORNING SUNDAY 
National Representative: KELLY-SMITH COMPANY 


North Carolina 


TWIN CITY 


EVENING — 


call the advertising college of 
knowledge and request a copy- 


I have spent the past 19 years 
‘of my 37 years in the advertising 


course; providing five or six uni- 
'versities in the area with a con- 
_tinuing stream of case history ma- 
terial; inviting university students 
to attend our monthly meetings; 
contribuying speakers and lectur- 
ers to marketing and advertising 
courses to this area’s universities; 
meeting periodically with profes- 
sors of advertising and marketing 
for an exchange of ideas and in- 


writer, a layout man or a produc- business (both agency and media) | formation; and working with the 


tion genius and have same deliv- 


ered promptly at our doorstep ea-| 
ger and willing to slide into the) 


/niche reserved for such a special- 
‘ist. But I’m willing to wager that 
such a day will never dawn in the 
advertising business. 

True, such a school of learning 
will produce a more finished ad- 


and I haven’t seen any college lev- 


school of the ’30s. And I am fur- 
ther willing to wager that were 
some of the same rigid training 


‘rules applied today, as then, we 


would soon see a healthy crop of 
potential admen rather than an 
over-abundance of mere job seek- 


vertising exponent, but the average 
graduate will certainly be in need | 
of continued and able tutelage of 
advertising practicality. 

Compare the average young per- | 
son entering the ad profession to- 
day with those of the middle ’30s. 
To be termed an adman in those 
days meant being just that. Artist 
or not, you mastered the technique 

‘of layout. Of necessity, you be- 
|came a creative copywriter. You 
had to have a working knowledge 
of media. Continuity writing for 
‘radio was but another phase of 
copy. Production know-how was 
a must. Client contact shared a 
/portion of the workday, too, and 
/'any lead on new business had to 
be followed up. 

It was a busy life. It was an in- 
teresting, informative one. It 
served its purpose well, because 
it flushed away the hangers-on, 
the glamor seekers. In short, it 
helped to make advertising men of 
the men who wanted to learn the 
business. 

Look down your list of top agen- 
cy men and you'll see that the 
school of the ’30s did a magnifi- 
cent job. Ask these same men of 
the variety of occupations they 
have undertaken in order to study 
the public and you'll find they are 
many. 

However, today you'll find an 
aspiring adman, diploma in hand, 
scrubbed clean and sartorially cor- 
rect, according to Brooks Brothers, 
ready and willing to accept an as- 
signment in agency, media or busi- 
ness and without the slightest ink- 
ling of what is expected of him, 
beyond what he is told to perform 
and in line with his chosen spec- 
ialty. 

In the agency ficld we call them 
account assistant, service secretary 
or what have you. After an indoc- 
trination consisting of meeting co- 
workers he is usually relegated to 
the uncomfortable position of 
chasing copy or proofs for a well- 
seated account executive. Write 
copy? Not yet! Wait till your feet 
are on the ground, son. Ideas for 
layout? Never! We have art direc- | 
‘tors for just that! And so on down) 
the line through every department. 
| It seems to me that many agencies 
_have shown a natural and progres- 
sive growth with one very impor- 
tant exception, and that is making) 
the most of the potential talent at | 
hand. | 
| Why not try a bit of the policy’ 
of the ’30s that turned out real ad-! 
vertising men with creative talent? 
Give the aspiring adman respon- 
sibility to shoulcer the day he 
starts. Let him write until he 
tastes copy. Let him doodle with | 
layout ideas until he tires of it., 
Let him confuse himself with the| 
maize of statistical mystery in) 
media and research. Let him do) 
these practical th:ngs in. place of 
just absorbing pas creative efforts | 


members, because we all know 
that as the aspirant reads and) 
evaluates past efforts he is ac-| 
knowledging to himself that he 
could do much bet'er given the op- 
portunity. So give it to him. ap- 
praise his efforts honestly. Give 
him the benefit of your know-. 
ledge. Help bim at every turn— 


produced by other groups or staff | 


if he shows the willingness to, 


ers and would-be glamor boys. 

GENE H. ECKERSON, 

Rothman & Gibbons, Pitts- 
burgh. 


e 
CIAA Backs Ogilvy 


on University of Advertising 

To the Editor: Your editorial 
entitled ‘Reforming the Agency 
Business,” in the Dec. 6 issue, shed 
some very sensible light on David 
Ogilvy’s four-point program of 
“reform.” Your comments on a 
proposed professional ‘University 
of Advertising” will, I hope, stim- 
ulate the advertising business and 
various associations within the 
business to some profitable action 
toward the achievement of Mr. 
Ogilvy’s goal. 

The education committee of the 
Chicago Industrial Advertisers 
Assn. has been hard at work for 
many months, at the grass roots 
level, attempting to accomplish 
much of what is stated or implied 
in the proposal. Our association 
feels that it is our duty and re- 
sponsibility to contribute to the 
furtherance of the teaching of ad- 
vertising in universities. 


At this moment, we are helping | 


Northwestern University establish 
a new industrial advertising 


el course to equal the practical | 


‘employment bureaus of the schools 
for placement of graduating stu- 
dents in the advertising field. 
David Ogilvy can count on CIAA 
to contribute to the best of its 
ability to his practical suggestion 
of a “University of Advertising.” 
RICHARD C. CHRISTIAN, 
President, Chicago Industrial 
Advertisers Assn., Chicago. 
* ° ® 


There's No Problem for TvB 

_ To the Editor: Last week in your 
excellent publication you had a 
/quip on the editorial page to the 
effect that the biggest problem of 
ithe Television Bureau of Adver- 
‘tising Inc. is to decide whether to 
call themselves TvB or TVAB. 

| May I state unequivocally that 
‘this is not, nor has it ever been, 
'a problem. The Television Bureau 
|of Advertising Inc. is known as 


'TvB. It has been so carried in all 


of the radio and television trade 


PIN- 


POINT YOUR PUBLICITY WITH 
NEW 


BACON’S 


1 a 
1955 PUBLICITY CHECKER 


EDITION 
SHOWS YOU EXACTLY WHAT KIND OF PUBLICITY 
WILL BE CONSIDERED BY EACH PUBLICATION 
No more guesswork! Advertising and publicity 
people can now direct exactly the right kind of ma- 
terial to the right publication with Bacon's 1955 
Publicity Checker. 
Lists 3,058 business, farm and consumer magazines 
in 99 market groups —record system in checker 
eliminates card files—shows how to prepare and 
place publicity. 

Spiral Bound Fabricoid 
6Y%a” x 94” 
Price $15.00 


256 pages 
Sent on Approval 


BACON’S CLIPPING BUREAU 


| 343 South Dearborn Street, Chicago 4, Illinois 


“This new side 


my back!” 


Newark News 
Datly and Sunday 


Represented nationally by O'Mara & Ormsbee, Inc. 


racket is killing 


NEWARK, NEW JERSEY 
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Advertising Age, December 20, 1954 


press and we would appreciate! your attention called to the typo-|ing 


industry, subscribes to the 


your cooperation in listing it as graphical error in the picture cap-| principle of truthfulness in adver- 


such in ADVERTISING AGE. 


'tion...“‘-December, 1953” instead 


tising. We have seen many edi- 


For your information, an or- of “December, 1954.” Because an- torials and articles in your excel- 
ganization known as the TVAB other agency was handling this lent publication to this effect. In 


(Television Advertising Bureau) 


account in December, 1953 we 


‘this connection therefore, we call 


was founded last April and had in would be grateful for a correction your attention to the Seagram’s 


membership nearly 100 stations 
when it was discovered that some 
of the same objectives were being 
pursued by a bureau of advertising 
for television that was being spon- 
sored by the National Assn. of 
Radio and Television Broadcasters. 
NARTB and TVAB got together 
as soon as possible to eliminate 
any possibility of duplication of 
effort or conflict in aims for the 
benefit of a solid front in television 
industry sales. Result of this 
laudible combination of efforts is 
TvB, energetically and effectively 
headed by Oliver E. Treyz and 
now open for business at 444 Madi- 
son Ave., New York. 

Many thanks for your splendid 
coverage of our activities to date 


‘notice. 

LEON MICHEL, 
Director of Publication Rela- 
tions, Fletcher D. Richards 
Inc., New York. 

Sorry for the error. All ads dis- 
| cussed in the series are 1954 ads. 
e e - 

Asks Seagram’‘s Source 
for ‘Preference’ Claim 
To the Editor: 


chief publication of the advertis- 


We have no 
doubt that ADVERTISING AGE, the) 


ad in your edition of Nov. 22, a 
copy enclosed, which says: 

| ...“Just a reminder that more 
/people prefer whisky to any gift 
| (except, let’s face it, dollars)” ... 


_ We challenge the truthfulness of, 


‘this statement. Would you be kind 


enough to let us know from what 
‘poll or survey Seagram’s make 


| q 
| 


‘such a claim. 

CLAYTON M. WALLACE, 
Executive Director, The Na- 
tional ‘Temperance League 
Inc., Washington, D. C. 


, ee 


To move 

warehouse inventory 

i in the Quad-Cities 
5 advertise where 57% 
of Quad-Citians live: 
Rock Island, Moline 
and East Moline. 


They read these newspapers: 


oe oe 


Zee MOLINE Dksnated 
Zhe ROCK ISLAND 7¥igas 


and interest in this vital project. 


LAWRENCE H. RoceErs II, 
Treasurer, TvB, Membership 
Chairman, and Vice-President 
and general manager, WSAZ 
—WSAZ-TV, Huntington, 
W. Va. 

© ” * 


Any Hooper Change Will 
Be in National Field 


To the Editor: Re: your head- 
line: “Hooperatings Without Hoop- 
 —— 

To my organization, my family 
and me this sounds as impossible 
as cranberry sauce without cran- 
berries. Actually nothing of the 
sort is contemplated as far as local, 
area, regional, or special Hoop- 
eratings is concerned. There will 
continue to be Hooperatings. There 
will continue to be Hooper, just 
like now. 

Any change will be in the na- 
tional ratings field whére, for five 
years, there have been no Hoop- 
eratings and no Hooper. There, 
Hooperatings may reappear with- 
out Hooper. Corporate changes 
can provide the means. 

The distinction was not made in 
your article in the Dec. 6, 1954 
ADVERTISING AGE, upon the reading 
of which I experienced some of 
the reactions of Ernest Heming- 
way upon reading his own obitu- 
ary. 

C. E. HOoPEr, 

C. E. Hooper Inc., New York. 

For space reasons the following 
paragraph, which would have 
made it clear that Mr. Hooper in- 
tends to continue very active per- 
sonally in the rating field, was 
omitted from AA’s story: 

“‘If the previously announced 


plans carry through, C. E. Hooper 


may be expected to continue to be 


personally active in local broad-| 


Hotter 


expense voucher. 


| 


cast audience measurement and 


other television research, but us- 
ing a different name from that of 
the firm which first undertook na- 
tional radio audience measurement 
20 years ago this month,’ he (Mr. 
Hooper) said.” 

* o + 


Finds Contusion in ‘Digest's’ 
Explanation for Ads 

To the Editor: It’s a puzzlement 
to me: 

Reader’s Digest decides to take 
ads because it thinks it’s gonna 
lose money. 

The Nov. 9 Wall Street Journal 
says Reader’s Digest has just cut 
a $1.2 million cash melon to prof- 
it-sharing employes. 

This kind of accounting talk is 
confusing; do set me straight. 

ANNE LEvy, 

Dallas. 
© * « 
Waterman Pen—1954 


To the Editor: May we thank 
you for the nice position given to 
the Waterman ad and Mr. Batter- 
son’s comments in the first of your 
“Best of 1954” series (AA, Dec. 6). 
We are all very happy about it 
here. 

By now you have no doubt had 


a dollar pistol 


Slap leather, come up with Pinky Lee, and you'll move 
merchandise faster than an adman can write up an 


70,000 CHECKERED BEANIES. Pinky makes just eight 
announcements that for two Kolynos box tops and 
50¢ (a total cash outlay of $1.15) he’ll send one 

of his checkered beanie caps. Pinky and Kolynos 

are swamped with 70,000 requests. 


3,000,000 BRACELETS. Pinky, in thirteen one-minute 
announcements, offers a free identification 
bracelet with every purchase of Weatherbird shoes 
by International. To date, 3,000,000 bracelets are 
adorning the wrists of Lee-minded small fry. 


20,000 IN A HOTEL LoBBY. Pinky announces once that he’ll 


than 


appear in person at a Cleveland hotel, and 20,000 children 


and adults try to jam into 


the lobby. Pinky gives two 


performances inside the hotel, and then, to satisfy the huge 


| 


5,000,000 DAILY AUDIENCE. 


| overflow, he does a show from the roof of a Euclid Avenue bus. 


An average of 3,500,000 children 


and 1,500,000 adults watches Pinky Lee every weekday, 


NBC-TV network. 


Monday through Friday, 5-5:30 p.m. EST. The Pinky Lee Show 
is the second highest rated daytime program on the 


Ponder Pinky for selling products specifically for chilaren— 
or products whose purchase children influence (which 
covers about everything but cyclotrons). With participations 
or 15-minute segments, you get a dynamic personality- 
salesman, high year-round ratings, a vast late-afternoon 
audience of children and mothers, easy-to-earn 
discounts on low basic costs, maximum flexibility of 
scheduling and station-lineup. 


Pinky Lee’s the hot pistol that makes a habit of 
triggering phenomenal audience and sales response. 
Call your NBC representative for the details. 


television 


a service of ) 
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Sales and PR Notions 


Merchandising Ideas 


e When Washington and British 
Columbia cedar lumber manufac- 
turers formed the Western Red 
Cedar Lumber Assn. recently, 
with headquarters in Seattle, they 
introduced their new association 
to the trade with a simple but ef- 
fective mailing: a 3x6” piece of 
western red cedar siding to which 
was pasted a third class mailing 
label 


with a_ printed message | 


e Seeking a holiday greeting for 
its customers different from the 
traditional business card, Peek- 
A-Boot Inc., Los Angeles maker 
of plastic rain boots, sent out a 
six-page folder with clever 
sketches, created by Edwards 
Agency, Los Angeles. The mes- 
sage: 

“How can we wish you a ‘Merry 
Christmas’? 


about the new group on one half We could send you a futuramic car 


and the address of the recipient on 
the other. 


Or put in your stocking a movie, 


star 


|Christmas Day in 1776. No refer- 
‘ence is made to the company’s 
products or services, but Apollo 
affixed a sample of its polished 
‘metal inside the card to shine 
through a die-cut star on the cover 
|as the star of Bethlehem. 


e Kiddies in Prairie Village, Kan., 
will have their letters to Santa 
Claus answered by “Santa’s Work- 
shop” this year. The Prairie Vil- 
lage Merchants’ Assn. placed two 
\Santa Claus mail boxes at the 
north and south ends of the shop- 
ping center for deposit of letters 
to Santa. Each letter is “approved” 
'in a note to the child and the orig- 
‘inal letter is mailed to his parents 
in a Christmas envelope which 
bears the names, addresses and 
descriptions of all the shops in 


|Maybe it’s diamonds you haven't) prairie Village. 


e From 500 to 600 Crosley dealers | 
Or would you settle for a little 
yacht? 

Better yet here’s an idea that’s 


and retail salesmen will win invi- 
tations to sales conventions in 
Bermuda, Mexico, the French 
Riviera or the Mediterranean and) 


trips for their wives in a contest 


got 


best 
We'll ship you Peek-A-Boots... 


currently sponsored by Crosley|From the profits you can buy the 


distributors. Titled the 
Your Own Ticket” sales campaign, 
the contest also offers dealers and 


salesmen bonus merchandise 
awards for prompt introduction, 
effective merchandising and | 


aggressive selling of the new 1955 
Crosley Shelvador refrigerators, 
electric ranges and upright freez- 
ers. 


“Write | 


rest!” 


e Olga Co., Los Angeles, believes 
foundations should share the holi- 
day trade enjoyed by other inti- 
mate apparel items. To help its 
retailers capture more of this 
Christmas business, the foundation 
garment maker is offering a spe- 


Contest period runs through | 
Dec. 31, and conventions will be 
held approximately 60 days after 
contest’s close. Crosley and _ its 
distributors are providing dealers 
with free product displays, sales 
promotion material, tailor-made} 
ad programs and sales training 
meetings. 


e In a promotion aimed to sell | 
both its salesmen and its new) 
fibrous casing for sausages and} 
other meat products, Transparent} 
Package Co. (Tee-Pak), Chicago, | 
mailed to its customers sample 
casings imprinted with a personal- 
ized message from the salesman 
and the salesman’s picture. Some 
of the most enthusiastic packers 
stuffed the casing with sausage 
and presented them to the sales- 
men on their next visit, according 
to the company. 


e Agencies find it easy to recom- 
mend that clients occasionally 
poke fun at themselves with their 
promotions, but as Renner Ad- 
vertisers, Philadelphia industrial 
agency, says, “When it comes to 
ourselves—it’s a different matter.” 
But Renner screwed up courage, 
took a deep breath and came up 
with a zany little booklet, ‘““We’re 
glad you asked...,” designed to 
ferret out new clients. 

A good stopper, the booklet 
good naturedly caricaturizes Ren- 
ner and its services with cartoons 
and rough lettering. Renner re- 
ports the first 300 have resulted in 
one new account and several pros- 
pects and expects even better re- 
sults from the 900 more going into 


CONFETTI GIFT CARD—Olga Co., Los 

Angeles foundation garment man- 

ufacturer, is supplying retailers 

with these gifts cards containing a 

miniature Confetti garment to 

promote sales of Confetti girdles 
during the holidays. 


cial gift card with each of its Con- 
fetti girdles during the holiday 
season. The card contains a minia- 
ture Confetti garment, which Olga 


come out in the foundation field. 


e In contrast to the strong plug- 
ging type greeting, Apollo Metal 
Works, Chicago and Bethlehem, 
Pa., designed a non-commercial 
card, both religious and patriotic 
in theme, for its customers and 
prospects. Message in the simple 
single-fold card describes how 
George Washington and his 2,500 


the mail to cold prospects. 


some PEOPLE 
Look Fer 4 


AN 
L f W eRtSING 
aa 


men spent Christmas Eve and 


juST IN FUN—Cartoon above is typical of those in a promotion book- 
let by Renner Advertisers, Philadelphia, which gently pokes fun at 
itself in a bid for new clients. 


believes is the first miniature to) 


NBC Builds Service 
to Optional Outlets; 
Offers ‘Today’ to 37 


New YorK, Dec. 15—Following 
the announcement of CBS Tele- 
vision’s Extended Market Plan, 
National Broadcasting Co. has re- 
vealed that “Today” will be of- 
fered to 37 optional tv stations not 
ordered by network advertisers 
beginning in January. 

These stations, which are net- 
work affiliates but not “must 
buys,” may carry the two-hour 
wake-up show, with commercials 
deleted. Optional stations are free 
to sell the show locally, keeping 
all the money except a program 
service fee paid to the network. 

Since last October, NBC has 
been offering three commercial 
programs to optional affiliates not 
ordered by the network sponsor. 
“Home” has a list of 31 such sta- 
tions and the “Imogene Coca 
Show” has 21. “Howdy Doody” 
is televised on this basis on 62 
| stations, including a number sold 
| for one segment only on a network 
| basis. 

The optionals also have been 
invited to join territorial groups 
of five to eight stations to be 
offered to advertisers at a dis- 
count. NBC said the groups would 
be formed when enough stations 
are lined up. 


= CBS-TV’s Extended Market 
Plan (AA, Dec. 6) calls for the 
re-pricing of small market sta- 
tions on a more realistic basis for 
network sponsors, who will earn 
a discount for a group buy. These 
affiliates will get live or tv re- 
corded network service on a paid 
basis and will, in turn, be paid for 
the first network sponsor they at- 
tract. The network promised to 
set up a special sales unit to hypo 
small market sales. 

NBC’s plans for non-basic affii- 
iates also call for the creating of a 
special sales unit to work exclu- 
sively on developing more network 
business for opti nal stations. 


WEEI Names Two, Boosts One 

WEEI, Boston, has appointed 
Richard F. Hartnett a sales execu- 
tive and Richard !1. Gurley Jr. to 
its sales staff. Mr. Hartnett for- 
merly was a Sales representative 
for Eastern Airlin:s, and Mr. Gur- 
ley previously wis sales manager 
of WTAO and V TAO-TV, Cam- 
bridge, Mass. Hov ard Johansen, a 
sales executive with the radio 
station for the }»st three years, 
has been named r :tional spot rep- 
resentative. Mr. Johansen succeeds 
Bub Sinnett, wh has moved to 
CBS Spot Sales, ( hicago. 


BBDO Appoints “wo 

Herbert Mane oveg, formerly 
with Benton & B: les, has joined 
Batten, Barton, D rstine & Osborn, 
New York, as rn °dia supervisor. 
Alton B. Copelanc previously with 
the advertising department of 
Lever Bros. Co. has been ap- 
pointed to the age’ cy’s media staff. 
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Department Store Sales... 


Sales Gain 3% in Week Ended Dec. 1] 


WASHINGTON, Dec. 16—Depart-, 
ment store sales in the U. S. during 
the week ended Dec. 11 rose 3% 
compared with the similar week in. 
1953, according to the Federal Re- 
serve Board. 

Sales for the four weeks ended 


Department Store 
Sales Barometer 


Dec. 11 were up 2% and sales for Change From 1953 
the year to date were down 1%. 
For the individual Federal Re- Week Ended | 3% 
serve Board districts, highest gains Dec. 11, 1954 
were recorded in Dallas and At- 
lanta (9%) and in Kansas City 
(8%). The only losses in sales Jan. 1 te 
were in Cleveland and Minneapo- | —1%|}} Ses 11, 1954 
lis. Sales were down 1% in both 7 
these districts. 
Comparisons for other districts 
are Boston, up 2%; New York, up 
4%; Philadelphia, up 5%; Rich- — ebtessesscnensnachensvesieonsees ph +8 
mond, up 1%; Chicago, no change;|_ New orleans ae 46 
St. Louis, up 1%, and San Francis-| Nashville ............................ +7 +7 
co, up 2%. =~ . P 
‘ IN scsccteicukeaxtnectbignsebavsbeiun 4 4. 
% a Pay mat Chicago District ................ —4 _—" 
Federal Reserve Nov Dec. a one pe | Pe | 
Sieh Aeon ane Che pd ; eee ler puhlixeiceiencais —- =) 
Gueen seaene . +3 "gp lmmmmaeaannes —— = 
Boston District ......... od |. —11 —6 
— Areas as 9, St. Louis District ........... 0 0 
Downtown Boston ........ +5 —3 ve — eae oe a 0 
Suburban Boston ............ + 6 0 Louisville ee aoe € a | —s 
Cambridge .....c.scseccseesesees +3 —3| ge Louis ... in ome 
Lowell-Lawrence pesivediastiie +8 —1 Memphis. ................ | ene ae +10 
po or on ,| Minneapolis District ......... u=§ 8 
TION saseitctisncistesecsessine +16 +1 aan ge one . ° 
tal ete ne einneninienien +2 +1 Minneapolis City ............ ies tee +3 
Satiale an Areas 6 9 Bs TE I cnsticceseressicecs ° ° 
7s as Cities 
New York-N. E. New Duluth-Superior _.............. — +43 
ETE. esscsinnshonbeccimmeuiniassts +3 + 2! wansas City District .......... r+ 5 + ¥ 
sg paeensainniaianianeinnean re : re ; Metropolitan Areas 
seecerevereccceeescceees De 5 3 
BIEN ckiscstitiaescseensereetins + 2 —1 sored et + 0 
SYTACUSE oo.sssesessesssssnsseecensnins r+ 1 ak «= (‘#tN REN r4+21 +412 
Philadelphia District .......... OE II, ciiciniceninccnnanes —10 . 
oo Areas r Albuquerque .........ccccce r+6 +423 
——— sicteasaehaiinatiadans + ; Oklahoma City oo... 421 +20 
eocccescoese oo bees Tulsa 3 = x 9 — }] 
Lancaster .... r+ 3 0! City " 
Philadelphia T+ 4 = — 2) Kansas City ....cecccccssssssseee 0 +44 
— oe + : + Dallas District ......0.000000....... = +98 
cranton . ooo _ — Metr: lit A 
Wilkes-Barre—Hazleton r+ 4 0 —— ... ion ste —2 +8 
Cleveland District. .............. —3 —4 El Paso 0 +9 
—— Areas . g) Fort Worth wn. nnnnnennnn —S «3 
. ‘nn BD ‘diititeninisanisaninticcamnssen 0 + 3 
CCRMRCITATAEE cccesccccccesscesonescescoss —3 0! gan Francisco District ...... —1 41 
CVI essa cceseceteressnnrcisenne —8 —7 Metropolitan Areas 
EMOTE Scsstisrctincctcisesaiinen +7 +3 Los Angeles oo... — <2 
Toledo =F 6S Downtown Los Angeles — 8 0 
— hedeaicdispesibebannaiamnndaennninnst —7 --29 Westside Los Angeles .. — 4 ee 
y ye —-6 —4 
BI, i iiiscssicssitanetiovenies ® e San Francisco-Oakland .. — § — 8 
Richmond District .............. +1 0 San Francisco City ......... —1 — 6 
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Birmingham .........0eveveveeree +4 + 4;— 
TacCKSONVINE .........:ccsererenenene —5 + 1) r—Revised. 
Miami +17 *| *—Data not available. 
NATHAN WEINBERG Industries, had been with W. R. C. 
New York, Dec. 14—Nathan Smith Publishing Co. since 1950. 
A . 14— 


Weinberg, 61, v.p. of Advertising 
Distributors of America, which 
distributes direct advertising in 
this country and Canada, died yes- 
terday in the Jewish Hospital 
after a brief illness. He had been 
associated with Advertising Dis- 
tributors for more than 30 years. 
He was president of Star Adver- 
tising Distributors, the mailing di- 
vision of the company, and a di- 
rector of three affiliates, namely, 
Peck Management Corp., New 
Jersey Advertising Distributors 
Corp., and Point of Purchase Inc. 


HERBERT A. FRIEL 


Cuicaco, Dec. 16—Herbert A. 
Friel, 45, a salesman in the Chi- 
cago office of John Budd Co., 
newspaper representative, and be- 
fore that for 20 years a member of 
the advertising staff of the Chi- 
cago Sun-Times, died today, fol-| 
lowing an operation about three) 
weeks ago. He is survived by his 
widow, a son and a daughter. 


JAMES T. ANDREWS 


CuIcaGco, Dec. 14—James T. 
Andrews, 34, western manager for 
Textile Industries and Southern 
Power & Industry, died here Dec. 
10. Mr. Andrews, formerly assist- 
ant business manager of Textile 


Previously he had been associated 
with Cluett Peabody and the 
Latham Time Recorder Co. 


HARRY O. HELLER 


Houston, Dec. 14—Harry O. 
Heller, 64, former v.p. of South- 
western Engraving Co. and for the 
past 20 years ad manager of Reed 
Roller Bit Co., died Dec. 1 at his 
home here. 


Cook Joins Agency as V. P. 

C. Brenton Cook has joined 
Sweeney & James Co., Cleveland, 
as an account executive and v.p. 
For the past 10 years Mr. Cook has 
been v.p. in charge of advertising 
and sales promotion for Elwell- 
Parker Electric Co., Cleveland. 


Industry Publications Moves 

Industry Publications, publisher 
of Architectural Chemicals and 
Modern Lithography, has moved 
from New York to its own build- 
ing in Caldwell Township, N. J., 
where its mailing address is 
Box 31, Caldwell, N. J. 


Conant Adds Railroad ; 

Associated Railroads of New 
Jersey has appointed Conant & Co., 
New York and Newark, to handle 
its account. Conant recently 
opened its Newark office at 11 
Commerce St. 
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C. E. Hooper, 
Survey Pioneer, 
Dies in Accident 


Satt LAKE C1rTy, Dec. 15—C. E. 
Hooper, 56, whose radio and tv 
polling sheet chronicled the rise 
and fall of many a broadcast star 
and sponsor, died here today as 
the result of injuries received 
when he fell against the propeller 
of a grounded boat he was trying 
to dislodge. 

Aggressive, imaginative and al-| 
most perpetually controversial, | 
Mr. Hooper had fought to estab- 
lish for the broadcast industry the 
value of rating services in gen- 
eral—and in particular those he. 
was interested in. | 

At times involved in the evalua-'| 
tion of printed advertising, he had | 
come in later years to be asso- 
ciated almost entirely with radio 
and tv rating, and at various times 
was an outspoken proponent of 
diary, telephone coincidental, elec- | 
tronic and other techniques as 
they were developed. | 


} 
= Many of the methods to which 
he gave his name absorbed the two 
syllables in lower-case familiar-| 
ity: hooperatings, hoopercent, hoo- 
perecorder, and others. | 

Mr. Hooper, a square-set man) 
whose research background never 
hampered his selling ability, | 
warred constantly with research-| 
ers during his years in the broad- 
cast business. When Hooperatings 
were in conflict with Crossley Inc., 
he constantly stressed the speed) 
and facilities of his service (and 
eventually wound up servicing the 
Cooperative Analysis of Broad- 
casting, when Crossley stopped is- 
suing ratings). 


# In later years, he was in violent. 
controversy with Pulse Inc. and. 
A. C. Nielsen, although he gentled 
his views of Nielsen’s service after 
Nielsen bought Hooper out of the 
national rating business. When 
Stanley Breyer of KJBS, Oakland, | 
challenged rating services because 
of the differences between them in| 
the Oakland area, Hooper 
hastened to assure anyone who | 
would sit still that his service was, 
more accurate. 

The last controversy in which 


~ Sunbonded | 


lasts at least & 
twice as long! 4s 


™— 
~~ 
— 

A 
of, 


e@Specify new Sunbonded | 
DAY-GLO for your 24- | 
sheet posters, bus cards, | 
outdoor banners, taxi 
posters and other outdoor 
paper or cardboard ad- 
vertising. You'll get twice 
the sunlife of Regular 
DAY-GLO—even under 
blazing summer suns! 


SWITZER BROS., INC. 
FIRST NAME. IN FLUORESCENT COLORS 
4732 St. Clair Ave.+Cleveland 3,Ohio — 
IN CANADA: STANDARD SALES ‘COMPANY 


4097 Madison Avenue, Montreo! 28, Quebec 
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Mr. Hooper was involved was the 
forthcoming ARF report on rating 
services. Mr. 
Printers’ Ink, sniffed suspiciously 
about the dual role of Edgar Ko- 
bak, who is president of ARF and 
a consultant to A. C. Nielsen. Re- 
buffed by the ARF, Mr. Hooper 
growled that the conflicts in rating 
services still wouldn’t be HOavOR 
by the report. | 

On one occasion he gave a per-| 
sonal demonstration of the sensi-| 
tivity of his rating system. In| 
December, 1947, he made a per-| 
sonal appearance on the radio! 
“We, the People” show and 
boosted its Hooperating 2.3 points. | 


s Claude E. Hooper was born in| 
Kingsville, O., in 1898. He was 
graduated at Amherst in 1921 and 


Hooper, writing in| 


Claude E. Hooper 
“receiv ed the M.B.A. degree at 


Harvard two years later. He 
started his business career as as- 
sistant manager of the Liberty 


it, Savings 


& Loan Co., Yakima, 
Wash.. leaving after a year to re- 
,turn to Boston as ad manager of 
‘the Harvard Business Review. 
| Two years later he was named ad 
manager of Scribner’s and re- 


‘/mained there for three years. In 


1929 he joined Doremus & Co., 
New York, as an account execu- 
tive. 

After two years with Doremus, 
he moved to Daniel Starch, where 
he was in charge of developing 
syndicated services. Three years 
later, in 1934, he resigned to be- 
come president of Clark-Hooper, 
which in 1938 became C. E. Hoop- 
er Inc. 

The company’s national serv- 
ices, according to the agreement 
with Nielsen at the time they were 
sold, were to be reactivated next 
spring (AA, Dec. 6). Mr. Hooper 


51 


had taken a few days off from his 
work in connection with this de- 
velopment and other business 
when he encountered the accident 
which led to his death. 


YOU CAN’T PREDICT 
the day when someone 
will accuse you of 


LIBEL OR SLANDER 


ADVERTISERS * AGENCIES © CLIENTS 
all can have 
INSURANCE 


against this hazard, at very little expense. 
It's smart to have our special policy — 


AND BE PROTECTED 


WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE 


CORPORATION 
INSURANCE EXCHANGE. 
KANSAS CITY; MISSOURI 


ComMETHING MIggINe... 


LIKE CALIFORNIA 
WITHOUT THE 
BILLION DOLLAR VALLEY OF 


if 


Bigger in area than Michigan, California’s inland Valley 
is an independent, self-contained market, isolated from 


distant coast cities by mountains. 


There’s nearly $3% billion in buying power in the 
Valley* (more than San Francisco and Oakland com- 
bined), and more money on deposit in savings accounts 
than in Virginia.** You’re not selling California unless 
you’re selling the Valley. And you can reach it in depth 
only with its strong local newspapers, the three 


Mc CLATCHY NEWSPAPERS 


O'MARA & ORMSBEE 


*Sales Management’s 1954 Copyrighted Survey 
**Federal Reserve System Report (June, 1954) 


NATIONAL REPRESENTATIVES . 


THE SACRAMENTO BEE 


THE MODESTO BEE 
THE FRESNO BEE 
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Frying Pan Demonstration Generates 
Sales Heat and New Ideas for Sunbeam 


(Continued from Page 2) | 
done a lot for sales but has strong- N EW + f 
ly influenced media advertising @a3-minute sausage 
also. that’s changing the nation’s 


Knowing that it would have 
some trouble convincing shoppers 


MAGAZINE that they should pay $25 for a 
“mere frying pan,’ Sunbeam 


management decided right from ) — F 
the product’s introduction last cat ~ ae 
January that its main feature—| | i 
controlled heat—would have to be | Re 
sold mainly through demonstra- | [a " 


Abendy couted by 
Peady to serve 
oe taet on your age 


tion. | 
|@ This course was faithfully fol- | 
‘lowed. Sunbeam’s agency, Perrin-| 
Paus Co., first designed a care | ~t 

counter demonstrator in| (**- oot a 


board 
‘which a_ revolving shadow-box! ° se 
projected pictures of five different 


foods being done to a turn in one ON THE SIDE—At lower right corner 
of the Frypans. Magazine, news- |in this full-color supplement page 
paper and tv advertising followed for Swift & Co.’s Brown ’n Serve 


the same demonstrator principle, sausage are two unidentified—but | Baltimore, to handle its advertis- 

SELLING -adding the argument that” the obvious—shots of Sunbeam’s Fry- | ing. The company makes made-to- Quality 
-housewife has heretofore con-| pan. measure men’s and women’s cloth-| 
trolled heat in her oven, but not) ‘ing, with more than 40 stores in| CIRCULATION BUILDERS 


on top of the stove “where 90% | , 
‘of the cooking is done.” | After Christmas, Sunbeam maga- 


| For Sunbeam’s soaring tv sched- zine ads will start cross-plugging 


MAIL ORDER 
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be doing especially well in the 
smaller markets, where nearly all 
appliance dealers were signing up Honors Two Admen 

‘for them. Youngstown Kitchens| | William B. Templeton and Al- 
had the lead in number of dealer- | V!"_ Kak #ker, v.p.s. in charge of 
‘ships; other leaders were General|T@dio and television for Bryan 
‘Electric, Avco Mfg. Corp. and Gen-| Houston Inc. and Dancer-Fitz- 
| eva Modern Kitchens, Geneva, Ill., 8° ald-Sample, respectively, have 
| described as a “sleeper.” been awarded bronze medallions 
| Several traditionally non-appli- for their work in the 1954 Heart 
‘ance items were found to be mov-| Fund drive by the American Heart 
‘ing into the appliance stores from SS". ; , 

‘other retail outlets. Among them The radio-tv chairmen for the 
/were water heaters, power mow-_ 2SSociation’s 1955 campaign are 
‘ers (especially in the Southwest),| John F. Meagher, v.p. of the Na- 
boat motors and power tools. tional Assn. of Radio & Television 
| On the debit side, it was found | Broadcasters, and Myron P. Kirk, 
‘that vacuum cleaners are slipping | V-P- Of Kudner Agency. 

as an appliance store item, while 
electric blankets are moving from, Automatic Switch to Gaynor 

' the specialty stores into the de-| Automatic Switch Co., Orange, 
_ partment stores. Air conditioners|N, J., has named Gaynor & Co., 
_were described as a “big sales|New York, to handle its advertis- 
/problem” for appliance men. ing and public relations. The ac- 


count was formerly with Sanger & 
Wohlmuth Co. to Goldman Funnell, New York. 

Wohlmuth Co., Baltimore, has 
appointed I. A. Goldman & Co., 


American Heart Assn. 


principal cities. A newspaper and| 
direct mail campaign in 15 states 
and the District of Columbia is 
planned for 1955. 


for leading 


Magazine Publishers 


UNION CIRCULATION CO., INC. 


Rah! Studios Moves Office HAROLD F. DELANEY 


_ule—which now includes “Home,” | food products, and other food com- 
-BUSINESSE | the “Ethel & Albert Show” and Panies are expected to come in on 
‘the NBC Sunday night spectacu- the deal. 


lars—Perrin-Paus prepared com-) 


Furthermore, the idea has ex- 


You, toc, can sell your product nationally, region- 
ally direct to the consumer through carefully 
planned publication ads. You, too, can use publi- 
cation advertising to obtain mail orders, direct 
selling agents, inquiries, leads, coupons, test your 
best markets, launch new products, find new cus- 
tomers. We show you how. 


Move Merchandise 


Many have found that only by having the right 
advertising and selling plan can their business 
grow. Picking the right advertising agency has 
a definite bearing in developing advertising that 
gets results. It’s the knowledge, experience and 
thinking that go into your advertising program 
that help assure success. Give your advertising 
the benefit of: 1. The right advertising plan. 
2. Sound analysis. 3. Pulling copy. 4. Strik- 
ing layouts. 5. Outstanding art. 6. .Economi- 
cal production. 7. Proper size. 8. Suitable 
publications. 9. Correct timing. 10. Pay-off 
testing techniques. 11. Effective merchandising 
methods. 12. Complete counsel service. 


Experience Counts 


Let us help pian your advertising expenditure 
based on our 32 years’ knowledge of what makes 
advertising click. Over the years we have created 
advertising campaigns that really work. Each pro- 
gram we develop takes into account the results of 
many who have placed their advertising through 
us. When ads are planned and prepared on the 
basis of experience like this, your advertising dol- 
lars have a chance to go further. 


Many Successes 


The Martin Advertising Agency takes a sincere 
interest in your success. It will do its utmost to 
make real contributions in a constructive, creative 
way to both the ad copy and the advertising sched- 
ule. Bring your advertising problems to us. Let us 
help you solve them as we have for some of the 
country’s most important direct selling mail order 
firms. It's easy to start doing business with us. 


mercials which did virtually noth- 
ing except cook various foods in 
the Frypan. It won advertising 
awards in the process (AA, Nov. 
15). 

Sunbeam’s in-store demonstra- 
tor was apparently just as success- 
ful at the retail level. Supplemen- 
ted by real-life demonstrations 
staged by many of Sunbeam’s 
240,000 retail outlets, it did a lot 
to move the Frypan from the lux- 
ury to the necessity class, accord- 
ing to A. E. Widdifield, v.p. in 
charge of advertising and sales 
promotion. 


= But Earl R. Perrin, of Perrin- 
Paus, also credits it with an idea 
which is now doing a lot to im- 
plement Sunbeam 
and will do more in the future. 
“Originally,” he told AA, “we 
simply came up with five uniden- 
tified food pictures in the demon- 
strator. Then the people making 
these products came to us and 
asked why they couldn’t tie in.” 
Out of this, he said, came an ex- 
change scheme in which eventual- 
ly as many as five food manufac- 
turers may tie in not only at the 


All we ask is that you agree to place all your pub- 
lication advertising through us for a three month | 
trial, and thereafter as long as you are satisfied 
with our service. If you are located in and around | 
New York, come in to see us and entrust us 
with your advertising budget. We will then sub- 
mit to you for your approval, after intensive study 
and analysis, an individual made-to-order adver- | 
tising plan for your particular product, proposi- | 
tion and budget agreed on. If you are located at 
a distance and cannot visit us, all you do is place 
in our hands your budget for advertising and 
samples or descriptions of your products. Tell us 
your advertising objectives. Send all your advertis- 
ing orders and instructions to us. We will do 
the rest. 


See Us Now 


You pay no more for publication space on adver- 
tising placed through us, when we accept your 
advertising account. We charge publishers’ rates to 
insert your ads in all publications. We are fully 
recognized. If you are willing to invest in real 
creative ability, are a responsible, well rated, 
substantial concern, able to expand on the basis 
of sales opportunities, call or write today. 


Consult 


MARTIN 


ADVERTISING 


AGENCY 


Where Businesses Grow 


15 East 40th St., Dept. 11 


New York « LE 2-4751 
Established 1923 * Member A.A.A.A. 


point of sale level, but also in 
newspaper, magazine and tv ad- 
vertising. None of it was originaliy 
contemplated as part of the Fry- 
pan campaign, Mr. Perrin said. 
Quaker Oats Co. asked permis- 
sion to stack samples of their 


wares around the demonstrator | 


in Sunbeam’s appliance outlets. 


The idea was to direct the custo-| 


mer’s attention back and forth 
from pictures of cooking bacon 
and pancakes to Swift’s Premium 
and Aunt Jemima 
Another arrangement was to have 
the home economists who con- 
ducted in-store demonstrations al- 
so use Swift’s and Quaker Oats 
products. 

_ In return, the food companies 
agreed to use the Frypan promi- 
nently in their own demonstra- 
tions. 


= Later, the exchange was ex- 
panded to include identifications 
in newspaper advertising. A typi- 
cal example is a recent color sup- 
plement page for Swift’s Brown ’n 
Serve sausage in one corner of 
which is an_ unidentified—but 
easily identifiable—electric frying 
pan (see cut). 

By now, the exchange seems to 
have been fully launched, with 
magazines and television also in 
the act. Swift has been using the 
Frypan on its Garry Moore tv 
show, and Sunbeam has been re- 
| ciprocating on its own programs. 


advertising, | 


tribution to guarantee the Frypan, | 


'NARDA SURVEY SHOWS 


packages. | 


General Manager, 
33 West 60th St., New York City 
“Over a Quarter Century 
of Dependable Service” 


panded to other items in the Sun-|, Rahl Studios, advertising pho-| 
beam family. In the future Gen- |'08rapher and artist representa- 
eral Foods’ Swans Down flour pro- ive; New York, has moved to 
ducts will trade licks with the |/@8er quarters at 45 W. 45th St., 
Sunbeam Mixmaster, and Chase & New York. 
Sanborn coffee will appear with 
‘the Coffeemaster in a two-com- 
pany trade. 


\@ Promotions aside, an important 
factor in the Frypan’s success is, 
of course, the sheer intensity of 
|Sunbeam’s retail coverage. Since it 
Started its present strict fair-trade 
/policy three and a half years ago 
(AA, June 18, ’51), Sunbeam has 
‘signed no less than 240,000 retail- 
‘ers to fair-trade contracts, accord- 
‘ing to R. P. Gwinn, general sales 
| manager. 

| Dealers covered include special- 


in trade shows, stores, windows—day or night 
Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 
ator needed. 


: ’ aroha The ADmatic projects a new message or idea | 
ty appliance dealers, hardware every 6 seconds on a large screen equivalent to a 
stores, department stores, auto 28" T V. It holds 30 slides (2” x 2”) that are easily 


changed. Just as effective in lighted areas. Use 
the ADmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 
salesmen training programs. 

For rental or purchase terms, wire, write or phone 


THE HARWALD COMPANY, INC. — 
1216 CHICAGO AVE. « DAVIS 8-7070.* EVANSTON, ILL. 


stores and small-town general 
stores. A large proportion of these 
are one-item dealers: Most of the 
(50,000 drug retailers under con- 
tract handle only the Shavemaster, 
‘for example. 

| But there is still enough net dis- 


jeerte dealers, jewelry stores, drug | 


‘or any other new appliance, a big 
isend-off right from the start. 


‘HOT’ APPLIANCES 


CuHIcaGo, Dec. 14—The biggest 
single sales boon tor the appli- 
ance dealer over the past year has 
|been Sunbeam Corp.’s much-ad- 
vertised electrical trying pan, ac- 
cording to National Appliance & 
Radio-TV Dealers Assn. 

NARDA, which makes periodic 
checks of how well its dealer- 
members are doing with which ap- 
pliances, reports a phenomenal ac- 
-ceptance of the controlled-heat 
'gadget by appliance dealers: Out 
of more than 500 specialty appli- 
/ance dealers queried, something 
‘over half were handling the Sun- 
beam pan as of last month—less 
than a year after its introduction. 
No other brand item in the fryer- 


INQUIRIES 
fo 


r $33? ! | 


Looking for an agency, a Chicago firm used Advertising’s Market 
Place—the classified advertising page of Advertising Age. 


From their two-and-a-half inch insertion, they pulled agency 
solicitations from 60 different agencies, including small, medium, 
and “blue chip” organizations. Replies were received from New 
York, Chicago, Dallas, Los Angeles and points in between. 


The results pulled from Advertising’s Market Place are not, in 
this instance, unique. With the top circulation in the advertising 
and-broiler field came near this and marketing field, Ad Age naturally reaches more of the people 
record. who have something they want to sell—and more of those who 
| have a buying purpose on their minds. 


Put the Market Place to work for you today; whether you're 
looking for an agency, or an account, for a job or an employee, 
you'll find that the Advertising Market Place is your best bet for 
classified action, within as little as 5 days from closing date to 
publication! 


's Other appliance items which 
NARDA found to be going well in 
the past year incluc> electric floor, 
polishers and complete kitchen 
j}units. Among floor polisher man- 
ufacturers, Regina (orp., Rahway, 
| N. J., was reported to have the big- 
| gest dealer followi! <, closely fol- 


| lowed by Westin; 1ouse, S. C. 


ian | 
AGE... for action ! 
‘Johnson & Son, Gineral Electric 


and Hoover Co. Advertising Ag 


The kitchen units were found to 200 EAST ILLINOIS 


STREET e CHICAGO 11 ILLINOIS... 
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FTC Complaint 
Attacks Philco 
Sales Contracts 


(Continued from Page 1) 
pass into the hands of wholesalers 
or retailers.) 

The Attorney General’s state- 
ment said: “In the absence of mo- 
nopoly or a combination in re- 
straint of trade a manufacturer 
may sell his product to whom he 
pleases, but once the products are 
sold they are the property of the 
purchaser. The complaint charges 
that a manufacturer may not law- 
fully restrict the customers to 
whom, or the territory within 
which, the purchaser from the 
manufacturer may resell the man- 
ufacturer’s products.” 


# Industry members said that oth- 
er leading companies ere not using 
contracts containing the provisicns 
challenged by the anti-trust divi- 
sion in today’s complaints. 

In Philadelphia, however, James 
M. Carmine, Philco president, de- 
scribed the suit as a “sweeping 
attack upon an established distri- 
bution system which has. been 
widely used for years by manufac- 
turers of brand name products to 
protect the public. 

“It will force manufacturers to 
establish their own distributing 
subsidiaries and it might well re- 
sult in the end of many small bus- 
inesses which are now serving the 
public as independent wholesale 
distributors,” he said. 


FCC Sets Stage for 
Storer’s UHF Super 


Station in Miami 


WASHINGTON, Dec. 16—The Fed- 
eral Communications Commission 


WELCOME ABOARD—F red B. Manchee (right), exec. v.p. of Batten, 

Barton, Durstine & Osborn and new chairman of the Advertising 

Research Foundation, welcomes Ben R. Donaldson, director of in- 

stitutional advertising for Ford Motor Co., upon his election as the 
newest member of the ARF’s board of directors. 


Petri Wine Sale 


Fizzles in Blair 
Stockholder Feud 


New York, Dec. 16—Plans of 
Blair Holdings Corp., a San Fran- 
cisco investment company, to ae- 
quire control of Petri Wine Co. of 
California, .were wrecked here 
yesterday at a stormy stockhold- 
ers’ meeting. 

When the Blair management 
| failed to get sufficient stockholder 
votes, Henry C. Maginn, president, 
rapped his gavel, declared the 
/meeting adjourned, and strode out 


today approved a series of trans-| with several other directors of the 
actions which will enable Storer | company amid a howling storm of 
Broadcasting Co. to bring super-| protests from stockholders pre- 
powered u.h.f. to the Miami area. | 


: sent. 
As a result of today’s actions,, 4 recently organized stockhold- 


Storer is able to begin operations | ers’ protective committee then took 
immediately. But to crash a mar-| 


stockholders were confused into 
inaction by unwarranted state- 
ments fabricated by a self-serv- 
ing, self-styled protective commit- 
tee.” 

He asserted that the committee 
had made libelous statements 
about Petri in “an attempt to 
blind Blair stockholders to the ad- 
vantages of this acquisition,” 
which he said “would have 
doubled its size, tripled its earn- 
ings, and made it possible to re- 
sume dividend payments.” 

Petri is the largest wine com- 
pany in the U. S., and reportedly 
sells 23% of all wine sold in this 
country. In 1953 it acquired from 
National Distillers Corp. that com- 
pany’s holdings in Italian Swiss 
Colony Wine Co. and Gambarelli 
& Davitto. It still markets both of 


Press Abuses Rating 
Services, ARB Exec. 
Tells N. Y. Marketers 


New York, Dec. 14—Much of 
the “abuse” of the radio-tv rating 
services can be attributed to the 
people who write about the ratings 
and to the people who use the 
ratings. 

This is the contention of Jack L. 
Gross, New York manager of 
American Research Bureau, as 
voiced in a speech before the New 
York chapter of the American 
Marketing Assn. here yesterday. 

“Collier’s just a few issues back 
gave the rating boys a black eye 
for using statistical samples to de- 
termine viewing habits,’ Mr. 
Gross said. “The trade press, more 
often than not, is always good for 
a ‘What’s Wrong With the Rating 
Services’ or the perennial story, 
‘Which Rating Service Do You 
Read?’ ” 


DuMont Network 
Is Not For Sale, 
Says Dr. DuMont 


New YorK, Dec. 15—Dr. Allen 
B. DuMont insists that DuMont is 
in the network television busi- 
ness to stay. 

A hard man to reach since the 
rumors of the sale, merger, etc., 
of the DuMont Television Network 
became so widespread, the pioneer 
tv broadcaster and manufacturer 
this week told ADVERTISING AGE 
that his network is not for sale. 

“These rumors have been cir- 
culating for the last five years and 
did any of them ever come true?” 
Dr. DuMont asked. He wearily 
reeled off a list of companies that 
supposecly were buying the net- 
work—International Telephone & 


those companies’ brands. 

Petri’s advertising is handled by | 
the San Francisco office of Young | 
& Rubicam. In 1953 it reportedly | 
spent $60,000 in newspapers, $50,- | 
000 in radio, and $690,000 for | 


Telegraph and Westinghouse a few 
= The ARB executive summarized| years ago, and more recently 
his criticism of “this editorial in-|American Broadcasting Co. and 
justice” as follows: |Guild Films. 
“Staff writers are not research | 
people. Until they can differentiate # Asserting that DuMont is not 
between an integer and a decimal josing as much money as some of 
point, [they should] leave the crit-| the other video networks, Dr. Du- 
icism to those who are competent.| Mont said the network “never had 
“Disagreement among ratings been available” though American 
has always proved more sensation- | Broadcasting-Paramount Theaters 
al than any agreement and the approached him with suggestions 
editors have always realized its|of a merger operation with ABC- 
circulation potential.” iTV. 
| He added that unfounded reports 
e Mr. Gross characterized all | of Guild Films “taking over Du- 
major ratings services as “good,| Mont” started when “they tried 
accurate and useful” and said they | to sell us some films.” 
differ “simply because they use | Dr. DuMont, who heads the net- 
different techniques to measure work’s parent company, Allen B. 
different things.” | DuMont Laboratories, pictured the 
He said, “There is a wealth of company as being in a strong fi- 
material which can be provided by ‘nancial position before the sale 
the rating services. Material of its most profitable tv station— 
which, when properly interpreted, WDTV, Pittsburgh—to Westing- 
used and developed will help your; house. That sale for $9,750,000 
broadcasting dollars go further. gives the company an excess of 
“The abuse the ratings services capital with which to operate, he 
have been subjected to is due to said. 
the inability of many who use However, the “for sale” sign is 
them. They are not measures of not up on the network’s other two 
sales, nor measures of commercial o&o stations, WABD, New York, 
effectiveness, nor are they meas-| and WTTG, Washington, both of 
ures of a media director’s judg-| which are making money, Dr. Du- 
ment. They are purely a relative| Mont said. 


ket dominated by a_ well-estab- 
lished v.h.f., 
talked in terms of 1,000,000 watts 
of power, and a_ concentrated 
drive to add u.h.f. tuners to every 
set in the area. 

FCC’s action gives Storer five 
v.h.f. stations and two u.h-f. sta- 
tions, the maximum allowed by 
the commission. Commissioners 
Frieda Hennock and Robert Bart- 
ley dissented today, and Chairman 
McConnaughey did not vote. 


the company has. 


|over the meeting and held a rump 
| session. Following a recess of the 
rump session, judges of election 


or 55.8%, had voted against the 
management proposal. 


a The protective committee, 
which thinks the $10,000,000 pur- 
chase price is too high, passed a 
motion to prevent the Blair man- 
agement from taking further ac- 
tion to acquire Petri. 


announced that 1,500,230 shares, | 


| . . 
point of purchase and miscellane- indication of the size of the pro- 


/ous advertising. It sells large 
| quanta of bulk wine which is 
shipped east in tank cars for bot- 


‘tling under private brands. 


Pfeiffer Acquires 


St. Paul Brewery 


for $3,805,000 


| St. Paut, Dec. 17—Jacob 


gram audience.” /@ Rather than cut back on station 


| ‘ownership the company is inter- 
Grace Heads Colgate Ltd. | ested in acquiring more stations, it 


C. G. Grace has been appointed | was stated. The network is one of 
‘president of Colgate-Palmolivc 


five applicants competing for 
‘Ltd., Toronto, effective Jan. 1. On Channel 5 in Boston. At the mo- 
| that date C. R. Vint will retire as 


‘ment the company is not saying 
chief executive officer after 51|What other markets it has in mind. 
| years with the Canadian company. (In his testimony before the FCC 
|He will rerhain as a director. Mr. 


in the hearing on the Boston chan- 
Grace joined the company in 1929 


nel, Dr. DuMont said the Pitts- 
burgh sales money would be used 


Bernard Relin, Blair director | 


Schmidt Brewing Co. has been 2d has been exec. v.p., general 
sold to Pfeiffer Brewing Co., De- Manager and a member of the 


to strengthen the network. He said 


= The complicated series of trans-_ 


actions before the commission to- 
day hinged on the purchase of the 
construction permit of WMIE-TV, 
Channel 27, Miami, for $35,410, 
and the physical assets of WFTL- 
TV, Channel 23, a Fort Lauder- 
dale station operating from the 
Miami antenna farm, for $300,000. 

In today’s actions Channel 23 
becomes WMIE-TV, a Storer sta- 
tion operating with the equipment 
of WFTL-TV; Channel 27 is re- 
moved from the Miami allocation; 
WFTL-TV ceases to operate; and 
Channel 39 is assigned to Fort) 
Lauderdale in the event there is, 
an applicant for a station there. 

Four applicants are locked in’ 
hearings for each of the two other 
v.h.f. assignments which are avail- 
able in Miami. 


Rootes Appoints Williams 

W. R. M. Williams has been ap- | 
pointed advertising and sales pro- 
motion manager of Rootes Motor 
Inc., New York, American affiliate 
of the Rootes Group of England. 
He also will continue as manager 
of the company’s retail sales divi- 
sion, which he has headed for the 


|The Pepsi-Cola Bottling Co. of Los 


past year. 


and protective committee member, 


$150,000 and $200,000 had been 
spent by the Blair management 
for radio, tv and newspaper ad- 
vertising in its effort to get stock- 
holder approval for its proposal. 
Earlier this week, James W.) 
Carkner, chairman of Pepsi-Cola 
Co., a Blair stockholder, brought 
suit against Mr. Maginn, charging 
the Blair president had libeled 
him in proxy material sent to 50,- 
000 Blair stockholders in connec- 
tion with the Petri proposal. 
Blair, as a holding company, has 
interests in Blair & Co., First Cal- 
ifornia Co., a bank, Lucky Stores, 
a California supermarket chain, 
and various oil and gas exporting 
concerns in California and abroad. 


Angeles, a wholly-owned subsid- 
iary, is one of its largest operating 
interests. 


# Louis A. Petri, president of the 
wine company, and a director of 
Blair with holdings of 2,000 shares 
as of Nov. 6, issued a statement 
yesterday declaring that “a large 
percentage of the Blair stock was 


told the stockholders that between | 


not voted at the meeting because 


'troit, for $3,805,000. 

| Sale of the Schmidt brewery 
;was approved in Ramsey County 
district court. L. A. Carr, Schmidt 
|president, testifying before the 


| 


court, said regional breweries like 


|Schmidt’s cannot compete with 


‘national breweries which have 
been “dumping” beer into this 
area. 


= “Such breweries cannot com- 
pete in price or meet the great 
advertising outlays necessary to 
stay in business against such com- 
petition,” Mr. Carr said. 

Schmidt will be operated as a 
division of Pfeiffer and will con- 
tinue to make Schmidt’s beer. Mr. 
Carr will remain in an advisory 
capacity and Eugene Lemire will 
remain as sales manager under 
Jack Berno, Pfeiffer general sales 
manager. 


Soroka to House-of-Month | 

Charles Soroka, formerly with) 
Barclay Mfg. Co. and Book-of-. 
the-Month Club, has been ap-| 
pointed v.p. and sales manager of 
House-of-the-Month Inc., New) 
York, an_ architectural house) 
planning service. 


wr - 
| OR I wee es See one mn rm [in hs, sing 


this reserve would put the net- 
work in a better position and en- 
able it to do things it had to be 
careful about before. 

(Asked why DuMont was apply- 
ing for an additional station when 
the network had just sold one, he 
m said that, with four v.h.f. stations 
1 scheduled for Pittsburgh, DuMont 
«= should be able to get an outlet 
=: there easily. He said DuMont hopes 
= to get the maximum number of 

o&o stations permissible by appli- 
cation or by purchase. 

Aer (The DuMont head indicated 

S== that the talks with ABC centered 
- around the merging of the two 
networks with the DuMont name 
xe included or the formation of a new 
= network to be owned by both; but 
‘he said the discussions never 
*|reached the stage where prices 
were mentioned.) 


board of directors since March of 
‘this year. 


Blue-jean knees last longér—clothes stay newer 


commeinenndee 


# Dr. DuMont told AA he is en- 
couraged with the way network 
business is lining up this year as 
compared with previous years and 
advised watching for interesting 
developments at DuMont in the 
next month or so. He refused to 
give any indication as to what 
these might be. 


NU IS NEW—Monsanto Chemical Co. 
is testing out its new product, NU, 
in Grand Rapids, Syracuse, Sacra- 
mento and three other cities; this 
ad ran in the Sacramento Bee. The 
product is designed to lengthen the 
life of and renovate fabrics. 
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Galub Forms Advisory Board | 

Galub Publishing Co., New York, | 
which puts out the “Editorial Di- 
rectory,” has formed an editorial 
advisory board “to guide the de- 
velopment of reference material 
especially for the public relations 
profession.” Fifteen public rela- 
tions executives representing con- 
sumer and heavy industry, adver- 
tising, transportation and educa- 
tion are on the board. 


Micropoint Pen Names Agency 

Micropoint Pen Co., Sunnyvale, 
Cal., has appointed Merchandising 
Factors Inc., San Francisco, to di- 
rect its advertising and merchan- 
dising activities. 


SUCCESS 


1949 $11.4 


STORY 


FARM 
= MAGAZINES LJ MAGAZINES & SECTIONS 


MEDIA BREAKDOWN—The above chart shows how 
American Tobacco Co., tenth largest advertiser in 
the U. S. in 1953, divided the money it spent on 
magazine, farm magazine, newspaper and newspa- 
per supplement and network radio and tv adver- 
tising each year since 1949. In 1949, American To- 
bacco divided its budget in fairly equal proportions 
among magazines, newspapers and radio, with a 
little more going to radio. Since then, this picture 
has shifted, so that in 1953 most of its budget went 


Advertising Age, December 20, 1954 


American Tobacco Co. Ad Budget Allocation, 1949-1953 


Third Class Mail 
Profitable for Post 
Office, Magginis Says 


(Continued from Page 2) 
of the postal service there would 
be an annual revenue loss of $218,- 


sx | 000,000 without any corresponding 


NEWSPAPERS 


NETWORK 
RADIO 


cut in overhead. To save that 
amount of money 40,000 workers 
would have to be fired. 

“Even if it were shown that 


pee third class is handled at a loss, 


contemplate how great a contribu- 


,|tion this advertising infant makes 


to the expanding American econ- 
omy: 240,000 small and medium 


#\size firms spent on direct mail 


advertising last year $1,250,000,- 


i000. This form of advertising is 


x aa 


oe 


$18.3 
NETWORK TV 


to tv, with magazines and newspapers getting the 
next largest shares and radio getting considerably 
less than it had in 1949. American Tobacco’s ad ex- 
penditures are shown at the bottom of each column 
for each year (with 000,000 omitted). This chart 
covers expenditures only in listed media and does 
not include outdoor advertising, spot radio and tv, 
etc. Figures are based on data compiled by Pub- 
lishers Information Bureau and the Bureau of Ad- 
vertising. ANPA. 


Drive to Combat Red 


(Continued from Page 3) 
casional ads with educational or 
good will themes. 

7. Exchange scholarships. Co- 
operation with the Institute of 
International Education in  pro- 
viding scholarships is requested of 
corporations to offset reduction 
in government funds. 

The American bookshelf. 
;|Companies and employe groups 
can send a 99-volume, paper- 
|backed library of typical U. S. 
‘fiction and non-fiction through 
|CARE for $30, CIAA advises. 
9. Make a permanent friend 
‘abroad. In this period of the cam- 
\paign, industrial ad managers, 
‘agencies and publishers “will be 
encouraged to write articles and 
‘otherwise encourage everyone vis- 
\iting a foreign country to make at 
least one permanent friend” to 
‘correspond with regularly. 

| 10. Technical movies. Shipment 


This is how William R. Wilson, 
Public Relations Manager, Lock- 
heed Aircraft Corp., tells it in 
his own words: “In a recent 
savings bond sales campaign, 
we used a trip to Paris by TWA 
Constellation as the grand prize. 
It created a great deal of inter- 
est in the campaign and un- 
doubtedly was the major factor 8. 
in its success. We added nearly 
16,000 employees to the savings 
bond payroll deduction plan.” 


FOR INFORMATION on how TVA 
Travel Awards can help you get 
action, write to Travel Awards Pro- 
gram, Dept. AA 12-20, TWA, 380 
Madison Ave., New York 17, N. Y. 


TWA travel awards get 


BUYING ACTION 
Fly the finest... FLY TWA 


CARRIED MORE 
LOCAL GROCERY 


FOR THE Ord 
LINAGE ... 
THAN ANY OTHER 


STRAIGHT YEAR 
IOWA DAILY 


. WATERLOO DAILY 
| COURIER 
1 601 


972 LINES 


The Big difference between the Waterloo Courier 
and every other lowa daily is the way the 
Courier hustles for and gets tie-in advertising. 
Look here . . . from January 1, 1953, thru De- 
cember 13, 1953, the Courier's merchandising 
staff solicited 354,197 lines of tie-ins . . . in 
11,080 insertions. 

Let our advertising and merchandising department 
‘shew you what can be done with your produed. 


oo Write. 


—i_— «—_ as? oe 


ouric 


Industrial Admen Propose Information 


Influence Abroad 


of industrial films to foreign com- 
panies, schools and associations is 
advocated. 

_ First of the series of bulletins, 
\“A Third World War or Peace 
‘with Honor?” explaining the pro- 
gram is being distributed to the 
(550 CIAA members and to 400 
other marketing executives in the 
| Chicago area, according to Richard 
C. Christian, Marsteller, Geb- 
hardt & Reed research director 
and CIAA president. Follow-up 
/bulletins will be mailed over a 
'10-month period, he said. 


Economic Pains 
Due in Late ‘55, 


Agency Is Told 


(Continued from Page 3) 
mounting production costs, while 
lower prices will serve to move 
merchandise more rapidly. 

There will be two distinct warn- 
ing signals, he said, at the begin- 
ning of the decline in 1955. He 
listed them as (1) solvency, as 
measured by the inverted Dun & 
Bradstreet failures statistics, and 
(2) a drop-off in corporate bond 
prices. 

John A. Cairns, president of the 
agency, in opening the meeting, 
told the 150 business men, bankers, 
and press representatives present 
that his company has been follow- 
ing the research and findings of 
the institute for more than three 
years and has seen an almost per- 
fect realization of its forecasts. 


s Hart Anderson Jr., board chair- 
man of A&C, outlined a check list 
designed to help any company im- 
prove its competitive position dur- 
ing the short decline expected to 
start late next year. 

“First, on the ‘inancial side,” he 
said, “get into « liquid position. 
Put financial fat on your bones be- 
tween now and mid-1955. Second, 
in regard to merchandising, get 
ready to push both the luxury and 
economy ends of the price market. 
Use your liquid position to make 
needed price ‘eductions early, 
rather than late, on middle priced 
lines. 

“Don’t overstock dealers unless 


you want your goods to look like 
'slow movers. 

“As to advertising, lay out 
plans,” he said, “which you can 
carry through undisturbed if the 
1955-56 decline develops; so you 
can take advantage of competitors 
who may be forced to curtail 
sharply. 

“Finally, as to product develop- 
ment,” he said, “plan to introduce 
new or improved items even after 
the bottom of the decline is 
reached—before competition is 
aware of the developing rise.” 


George Way to WTAM-WNBK 

George Franklin Way IV has 
been appointed press and publicity 
manager of WTAM-WNBK, NBC 
radio and tv stations, respectively, 
in Cleveland. Mr. Way formerly 
was a public relations associate 
for Cleveland Civil Defense. He 
succeeds Robert D. Horan, who 
has been named news editor for 
NBC in Cleveland. 


surpassed only by newspaper ad- 
vertising. 


a “The Department of Commerce 
presentiy is engaged in a study to 
determine the total amount of 
goods and services sold through 
direct mail. Presently guesses 
range from $10 billion to $40 bil- 
lion annually. These firms, as you 
indicate, may be cluttering up a 
lui of -~vastebaskets but they all 
possess that good old American 
trait of wanting to make a profit. 
If their use of the new patron 
mail is not productive, they will 
drop it. 

“Finally, it should be noted that 
the Post Office Department is the 
only agency of government 
charged with having a deficit. The 
word ‘approriation’ is applied to 
all other agencies. Since 38,000 of 
our 41,000 post offices have over- 
heads greatly in excess of their 
receipts, we are going to have con- 
tinuing deficits. Unless, of course, 
we decide to continue only the 
3,000 which show a profit.” 

The Post & Times Herald ap- 
pended an editorial note declaring, 
“It is impossible yet to tell pre- 
cisely how unaddressed mail af- 
fects the deficit. Such material is 
estimated to constitute approxi- 
mately 8% of all third class mail.” 


JUST ASK FOR MARIE: 
Call WAbash. 2-8655 and ask for 


AMERICA’S FINEST 


or national advertising 
demands the consideration 
of the finest 


photoengraving craftsmanship 


COLLINS, MILLER 
& HUTCHINGS, INC. 


333 WEST LAKE STREET, 
AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 


PHOTOENGRAVING PLANT 


ek 


a 


| 


= es 86 
i . 
: a 
; os : ves * ’ i . Re - : : % ae Sy ee | a: 
mee x ean ; eae . DEN Seg ee ae ean Sess : ; ae eae PEF eck: “s Kee Rs Rone eke 2 ee a cages ne — 
: San Satan + Suet Ce a ghee Nate Reet joe degeas SE Ta Ress 
' ges Sie ar! ON ert sot op tap s ahea 24%) i eee gh Ep ete sone, | aie 
eee : i Sah a eae : ea Pa a O 2° 0 e ; 1% = als 
= ae i ee es sates Wes, << CO .SeeeeSSERERNUSSEAESS [UN at be... eseaeeee eee eRe eer 
a | OM Se ee SSCS a 
SARA A RR oe Ee Fe Sees Stee SRR og 20° . ee ES = * ee ee 7 
Pe SSeaRe cReRS CCR EEEST ARSC MOORE ON MMMM TERSTCREEY BS TERAA CTS Sv sea cuss MaRRRRR SRNR EA MASS [RC SRA "SRRRAR Sere aneaeeaee : 
homeo cee lameumenaaecninad ee cd Ae RR as 
MOD eee 19° Seeeeeeehesvateettices Reetinnweuntint ceecarcemeacmend md Baceaae eet rune sg 
Ctmecents tm, ten Pr I ee ae 
meen Wit oem 16% eo oe 
§ We . seeeestecsee i carrie i Meknntenteannnsnnvenrn ert [oes ad Re 06 Set 13% ae we eae, 
Po Td | cc | kee Pa 
| Ss ES |. ie ~~ wo a i | ~ 
ES ESN SR SRR RES Bl SS © se Ee ae MIR Se. oc ee Sa = % ye 
Soe) Eocene MN Pe monanQnn EL amet Me ee Be 4 at 4 re |_§__—__ . 
Bh oar a Be Be ort i 
ae aa Sees oe Se Oe BS RSS Soe Pee ms : = "€ a a a 2 Ve 
Be 38% i e | | at We = 40 opel i e EL 40% ¥en # ae 
Soe 2s] PSs Pg | Soa i. cata ge E> eR Ss | ae IE : 
ee ee fe BSS pe (23%) . | Sant ae Pye : jd 2 . en oat eee MEE Hg ee vt 
SS {ee a PASO 8d PS ee ee spi) (nae eee | S| te 
seleteseereseste* sereteceate tates Soe ty , “ex y — > it ae ty * - . My; . SR wre = a eh ok 
SS 2° SES 2 bea 9% 2 tad =if 3 I std} at ee ae) fh ees a & 7.8 
BEE Pe ‘ a _— Bl se) | nr athe : : Rte) [RRS Pe Sec - ee 
| ies 
a 1950 $11.0 1951 $13.0 1952 $15.0 ee i 
Pn | , | 
3 Rey 
eo he Rael ee es ae 
4 2 bey ‘ aa 
ss aes x - : ae Se q ea 
a a he oe foal oo Beit: 
ae a ae “a Es ee RL. Ps 
a , a te x ’ . i a 7 4 os “Sh ? a gor 
i . 4 nf i z . EEO EEO EOE i 
st ’ a“ it: Paes AG 4 *y 
a . , o 
— 
; sta 
mo zs 2K 
en ee 
page me 
s ae oY By 
“is 
sa ie nal 
7 SERENE Ire RERRSRraRcRiAIENE ane ae 
26 ees 
Re | \ ‘ es 
; arie Maize On your next multi are 
aes | graph, “himeotraph Nadaressing Ae 
mai lenis job. i ees pick-up and de- 2 
livery, fast and accurate work, plenty ae 
| ee of experienced. personnel charges . 
ae always in line: THE LETTER SHOP, 
a Inc., 431 S. Dearborn St..Chicago'5 oer 
=" tow in-our 25th successful year.) a 
ae ean 
aie | » 
? pe : 
aor i 
3 i oo 
ES oe Peer ttees - 
| 4 H+ 33 ©20eees a 
ee | 2 ofeeees. , ¢ 
e Sos litees ti ieee = 
a ene’ Sse r Pre . 
a | SoSesSIPSSeL SITS 
e Oo¢ Sooeeoess: S&S 
| oto: ood0 Soeeees = 
fi t LiSsossssessosssse: a 
ames SIPSSossee ‘i 
| | ossl tte Seco _ 
P | | Lt SIPSSSS3; Coossed - 
Sad e S ee a 
ay sestese oosy i 
| SG SSS Se = 
A / oar 4 ‘ i 
; q \. Yj | Zz 
ete Ye iy 
ey = 
ie i} ; 
| | Gy p 
io | AS U7? s 
| ee 
, | 
: ; 
| | . 
| | 
“ 
i | _ % 
| | 73 A A 
ala oe aie vieer) wite tHe - aoe ge : es £ “ 
pesca eee rs ae 
i ail Stary, Or bs & Finley. Neonore Advonvng hieriiedvekies : H : i | 


Advertising Age, December 20, 1954 


Ramsdell Named 
Ad Director hy = high on the list. 

: ad coffee can keep people 
New Vork Central « from a restaurant, too, the 


|survey reported. Some 33% of 
; ‘those questioned said they had 
__ (Continued from Page 2) stopped going to a restaurant be- 


mittee was impressed by the trans- | The research was done for the | 
portation background and sales jnstitute by Nejelski & Co. 
promotion experience of Charles | Eight basic types of eating | 
A. Rheinstrom, a v.p. of the places were chosen for the survey 
agency, who was formerly v.p. Of in the three cities in which it was 


sales for American Airlines. ‘conducted. These included a 
The fact that JWT has the Pan branch of a large chain cafeteria, | 
American World Airways and Pan) American first-class 


the use of a good brand and the 
way coffee is made determine its | 
goodness in a restaurani. Fresh- 
ness, the character of the brew 
and the timing of its serving also 


> - |a_ typically 
American-Grace Airways accounts | table service restaurant, a branch 


did not handicap the agency, AA o¢ a jarge chain diner, an in-plant 


learned, because both airlines OP- | feedin P : | 
: g operation, a medium-class 
erate outside of the U. S. Other|taple service restaurant, a hotel | 


oe pac l vt ge pccounts | dining room of a large chain, a. 
ome . oe i. 4 bell y a € com~' drugstore counter operation and a 
ee te nee agencies | chain variety store counter opera- 
with domestic air :carriers were 


oe ‘tion. | 
eliminated because of those ac-| 


| fined mainly to point of purchase, 


Minneapolis Brewing Adds 
New Ale; Changes Agencies 
Minneapolis Brewing Co., brew- 
er of Grain Belt beer, has begun 
regional marketing of a new pro- 


duct, Minnehaha ale. Tested in 
South Dakota in October, the pre- 
mium brew went into regular dis- 
tribution there and in Minnesota 
and North Dakota this week. Plans 
are to go into other midwest areas 
later. 

Advertising at present is ones! 


though other media are being con- 


sidered. No agency has_ been 
named yet. The Grain Belt 
account, however, has changed 


from Bruce B. Brewer & Co., Kan- 
sas City, to Knox Reeves Adver- 


Gillingham Gets New Post 


John R. Gillingham, formerly 
|with Westinghouse Electric Corp. 


and Sunset, has joined the copy 
department in the Los Angeles 
office of Calkins & Holden. 


TS / 
4 


. 
oS 


ey 


tising, Minneapolis, as of Jan. 1. 
} 

= | 

Ziff-Davis Boosts Suito 
T. Suito, formerly with the) 
sales staff, has been promoted to) 
advertising manager of Radio-| 
Electronic Engineering, New York. 


Give a Pr aitt of good tasto! | 


Well known... 


Really appreciated... 


x *«* * 
HENNESSY 
THE WORLD'S PREFERRED 


COGNAC BRANDY 


counts. 

No advertising budget for 1955) 
has been set up by the Central, | 
and AA was told that it will be | 
another three weeks or more be- 
fore one is established. Over the 
past few years the railroad has 
spent about $1,200,000 to $1,400,- 
000 for advertising. 


= Plans being considered for ’55 
eall for intensive freight and pas- 
senger traffic promotion, with em-. 
phasis on competition with other | 
forms of transportation. 

The agency will be expected to, 
work intimately with the railroad 
as a part of the railroad organiza- | 
tion in all promotional work, AA | 
was told. 

The Central’s advertising plan- | 
ning committee, in addition to Mr. | 
Deegan, includes Arthur E. Baylis, | 
v.p.-freight; E. C. Nickerson, | 
v.p.-passenger; Karl Borntrager, | 
v.p.-operations; and Garraud W. | 
Glenn, v.p.-law. 


Find Customers Loyal 
to Restaurants That 
Serve Good Coffee 


NEW YorK, Dec. 15—Everyone 
knows the American is devoted to 
his cup of coffee. Sometimes this 
devotion runs to sheer fanaticism, 
and the partaking of coffee often 
resembles the ritual of a religion. 

Now, a survey by The Coffee 
Brewing Institute shows that cof- 
fee will determine the customer’s 
loyalty to a restaurant. 

Forty-nine per cent of 2,400 peo- 
ple quizzed in New York, Chicago 
and Los Angeles ranked coffee as 
the top food item which helped de- 
cide their choice of a restaurant. 

Coffee was superseded by two 
other factors: Cleanliness, which 
led ail considerations with 84% 


In just the past 


has increased 104 per 


2 — the same period. 
he What tactors does a customer regard as 
: important in selecting a place to eat ? 


of the people respondents, and 
courteous service, chosen by 64% 

The most important element in 
a good cup of coffee, according to) 
these connoisseurs, is flavor, chos- | 
en by 65%. Strength came in sec- | 
ond (23%), followed by aroma and | 
| color. 


# The same people knew what 
they considered a poor cup of cof- 
fee. The majority characterized it 
as being weak and watery, taste- 
less, flat, stale, bitter, burnt, 
smoky, and “just plain lousy.” | 

These customers thought that. 


National 


establishing new, high-voltage sales every day for 
all kinds of electrical appliances—from 
mixers to washing machines, from electric 


razors to electrified machine shops ! 
consumption of Metropolitan Phoenix 


Average residential consumption has 


gone up 57 per cent during 


The one-buy, single-insertion “Phoenix 
Republic and Gazette,” daily and Sunday, 
delivers complete saturation of Metropoli- 
tan Phoenix, plus state-wide coverage. 


THE PHOENIX REPUBLIC & GAZETTE 


Fabulous Phoenix! 


Here’s a busy major market that’s 


eight years, the electrical 


cent! 


PHOENIX, ARIZONA 


Representatives: 


Kelly-Smith Company 


Electrifying PROGRESS... 


SN 
SS 


Write now for enlightening Consumer 
Analysis, Market Data Books and 
Circulation Coverage Folder 
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PUBLISHERS 


Established repre- 
sentative invites 
publishers’ in- 
quiries regarding 
coverage of Mid- 


\NY ‘Journal-American’ 
Redesigns Pic Section 

The Pictorial Review section of 
New York Journal-American is 
‘being redesigned. Beginning Jan. 
16, the newspaper’s tv news and 
listing will be incorporated into 


page only of the latter will be 
available to advertisers. The fac- 
ing left-hand page will be used 
for a cartoon feature. The right- 
hand page, on occasion, may be 
broken into vertical half-page ads, 
if advertisers desire. Rates for the 
new section are being worked out. 


ate 
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TvB Kicks Off 
with Mail Drive 


have __ their 
group.” 
Video also is coming in for in- 
creased harassment from “indi- 
vidual print media,” the booklet 
asserts, citing the “printed message 
is the one that lives” campaign 
of This Week Magazine and the 


national promotion 


to Get Members 


(Continued from Page 1) 
mote television. 
Written in question and answer 
form, the booklet starts off by 
/putting television in its place: 


‘the Pictorial Review section, which 
will also carry regular features 
and cartoons. 

Color advertising will be avail- 
able in two positions only—the 
back cover and center spread. One 


rio 


...is what your ad will get in the 
TIMES Network of Service Publications. 
Top circulation and top coverage add up 
to tremendous impact! 


dle-West terri- 


“You don’t draw blanks in your 
tory. 


newspaper” drive of the News 
Press, St. Joseph, Mo., as examples 
of the heavy weapons used by the 
competition. 

The booklet warns stations not 
to expect tv to sell just because 
“you have something better to of- 
fer.” It states: “Our certainty that 
we have the most potent effective 
way of selling almost any kind of 
consumer commodity is not yet 
shared or even explored by many 
of America’s biggest advertisers, 
outfits such as AT&T, Metropoli- 
tan Life, Shell Oil, Socony Vacu- 
um, Standard Brands... 


Christopher Joins Four A’s 

Robert Christopher Agency, 
Chicago, has been elected to mem- 
bership in the American Assn. of 
Advertising Agencies. 


k. millhouse 


james 


PUBLISHERS’ REPRESENTATIVE 
5124 W. Irving Park Rd., Chicago 41, Il. 


| a “If we are frank, we won’t de- 
‘ceive ourselves that selling more 
_tv to more advertisers isn’t becom- 
‘ing a tougher job every month. 
| We ourselves know that television 
‘is the number one effective sell- 
ing medium. Why, then, should it 
;rank number three among the me- 
dia in which advertisers invest 
their money—and number three 
by a disturbingly big gap behind 
print media? 

“Today tv advertising gets only 
10¢ out of every dollar the na- 
‘tion’s advertisers spend. 
| “Fact...during 1954 newspaper 
|advertising revenue has added up 
'to an estimated $2.6 billion. That’s 
almost three times the some $900,- 
/ 000,000 spent in tv—all tv, time, 
Write for Market Data, talent and production, including 
Rates and Information. local business...Even magazines 
| outstrip television in total national 


= “Sad fact...as of Dec. 10 we 
understand that one large food ad- 
vertiser has cancelled out all of 
its extensive tv spot advertising 
and switched to a full year sched- 
ule in the biggest national weekly 
magazine. TvB is already in the 
saddle and galloping to show this 
company how it’s thrown the ad- 
vertising-to-sales potential out of 
joint. Its main brand is a tea and 
36 out of every 100 lbs. of tea are 
sold in an area where Life has 


ARMY TIMES ® nif FORCE TIMES * NAVY TIMES advertising billing.” roughly 27% of its circulation.” 
mbers: it Bureav irculations (Editor’s note: The company 
THE AMERICAN DAILY * ane MILITARY GARRET s TVB points out that television is} ame is not mentioned, but this 
w Ww e ly m Evrope monthly magazine ' vy 


is a reference to McCormick & Co., 
Baltimore, which has_ scheduled 
12 insertions in Life for 1955.) 

The following four-point pro- 
gram will be initiated Jan. 1 by 
the bureau: 

“1. Original research that digs 
out the facts to validate tv’s 
strength as the best way to reach 
and sell most of the advertisers’ 
prospects. 

“2. Direct contact with the strat- 
egy-making levels of advertisers. 

“3. Work on large current tv 
advertisers, re-telling and _ re- 
selling them. 

“4. Provide a regular source of 
useful information about selling 
trends and techniques which can 
be used by TvB members to get 
local results.” 


: \the only medium without a cen- 
3132 M St. N. W. Washington 7, D. C. tral promotion organization to sell 


FOREIGN OFFICES: Casablanca, Frankfurt, London, Paris,Rome, Tokyo its worth to the nation’s advertis- 
,ers—‘‘Even the matchbook people 


Army Times Publishing Co. 
U. $. OFFICES: Boston, Chicago, Los Angeles, New York, San Francisco 


No matter how you doit... 


IT PAY 


POO 


PRE: 


a 
i 
2 


= The bureau believes that its 
‘fight for a larger slice of existing 
-appropriations will help to stim- 
ulate bigger total ad expenditures. 
Though its official starting date 
‘is Jan. 1, TvB is already at work 
under the direction of its presi- 
dent, Oliver Treyz. Norman E. 
| (Pete) Cash was named this week 
as the first major member of Mr. 
| Treyz’s staff. He has resigned as 
|/ABC’s eastern sales manager to 
become director of station rela- 
tions for TvB. Mr. Cash formerly 
poo NBC-TV station relations di- 
| 
| 


rector and general sales manager 
of the Crosley Broadcasting Co. 

The bureau is not revealing how 
many stations have joined until 
the membership campaign has had 
time to get rolling. Each station 
will be charged a monthly figure 
equal to its highest published non- 
network, quarter-hour rate. If a 
station increases rates during the 
year, its membership fee will not 
go up until the start of the next 
caiendar year. 


Ex-Biowites Move to 
McCann-Erickson 

Mildred Fulton has resigned 
from the Biow Co., New York, to 
join McCann-Erickson as head 
time buyer for the Bulova account. 

McCann-Erickson will also be 
the new home of these ex-Biow- 


No enlightened advertiser covers half of a market . . . partic- 
ularly when the market is as big and fruitful as the Delaware 
Valley. For that reason, you'll find the biggest names in 
national advertising on both sides of the river. And in the 
vital New Jersey half of tnis market, the only dailies offering 
complete coverage are THE CAMDEN COURIER-POST 

‘and the TRENTON TIMES. You can buy 

them both for 57c a line — a bargain in any 


The one way to cover 
the EXPANDING SIDE 


of the Delaware Valley ... 
the eastern half ....e-e 


CAMDEN 


° ites: Christian Valentine, senior tv 

Courier-Post producer, Thomas Byrne, account 

league. executive on administration, 

T ee — ix T '@) | Bruce Enderwood, tv creative 

° supervisor, Fred Ziegler, account 

ee MARKET FACTS on request. Write for official portfolio compiled by Times executive for sales promotion, and 


State government. Most helpful in sales planning. Address COURIEP 
POST, Camden, N. J., or TIMES, Trenton, N. J. 


Herman Zwada, art director. C. 
Terence Clyne, v.p., also from 
Biow, heads up the Bulova opera- 
tion. 


Represented by 
GEORGE A. McDEVITT CO., INC. 


New York © Chicago @ Philadelphia 
Pittsburgh © Detrov 
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AD CLuB—The Advertising Agency 

ceives an engraved gavel. Fred 

Gould v.p. and sales manager, presents it to Harold E. Bisson, pro- 
duction manager, Fred Wittner Advertising, AAPC president. 


Production Club, New York, re- 
H. Pinkerton (right), Reinhold- 


‘Institutions’ Charges Conover-Mast with 
Name-Pirating Plus ‘Unfair Competition’ 


(Continued from Page 1) | 
saler. The Conover plan, accord- | 
ing to the brief, precludes back 
cover ads from other advertisers 
and participation by other whole- 
salers. 

Institutions charges, according 
to its brief, that Conover-Mast 
wilfully and knowingly selected a) 
title that violates its common law! 
trademark. The magazine has 
used a variety of subtitles which 
include the concept of mass feed- 
ing and housing that are ‘‘decep- 
tively similar’ to Institutional 
Feeding & Housing. The brief. 
reads, “...the defendant’s acts in| 
so adopting a name and style for 
its magazine closely imitative of. 
and deceptively similar to the 
name and style of the plaintiff's | 
magazine, and in so engaging in) 
unfair competition. ..are wilful | 
and intentional.” 


= The brief states further that the 
company has created, as a result 
of extensive advertising and pro- 
motion, a “new and _ secondary 
meaning” for the word institution, | 
and that this new meaning has 
come to be identified with the 
magazine. 

“As a result of the origination 
of the magazine,” the brief con- 
tinues, “the word institution has 
acquired a new and definite mean- 
ing, now understood to encompass 
and include all of these  busi- 
nesses, places and buildings having 


additional damages for 


feeding and mass housing.” 

Institutions has, according to the 
brief, through the new meaning of 
the word, created a new “horizon- 
tal” advertising field comprised of 
these businesses, places and build- 
ings. The new magazine is charged 
with capitalizing directly on the 
initial advertising and promotion 
which created’this new advertising 
audience, and unfairly competing 
for Institutions’ advertisers. 


# Conover is charged with know-. 


ing that the similarity between 
the magazines would lead to con- 
fusion and, the brief reads, “the 
defendant has aided and abetted 
the. ..confusion...by wilfully and 
intentionally adopting, copying 
and appropriating many of the ad- 


vertising ideas, lists, editorial ar-_ 


rangement, department headings, 
sales ideas and similar matters 
from the magazine..’ Advance 
notices, promotional materials for 
Institutional Feeding & Housing 
are said to have been “photo- 
graphed or otherwise’ copied” 
from Institutions. 

Institutions is asking for triple 
damages for losses incurred plus 
“wilful, 
wrongful and _ illegal conduct.” 

Harvey Conover, head of Con- 
over-Mast, told AA that he does 
not wish to comment on Domes- 
tic Engineering Co.’s suit at this 
time. The company is scheduled to 
file an answer to the charges on 


common requirements of mass Jan. 3. 


by Crosley’s Dr. James Anderson, 
for L Radio advertising medium,” Crosley said. 
Corp. launches its “Two for One” | 
Basically, the plan means that | 
promotion for every dollar spent 
the station plus integrated selling 
to) 
Crosley executives. 
| 
impact inherent in a saturation 


Crosley Launches | The saturation campaigns, based 

are “a completely new approach 
CINCINNATI, Dec. 16—The first of | 
plan for WLW Radio. | 
an advertiser will receive a dol-| 
on WLW Radio. This includes a 
at point of purchase, dealer and 
The plan was conceived on the) 
campaign is an advertising n@es- | 


om more than a year’s research 
‘Two for One’ Plan 
‘to the use of radio as a forceful 
next year Crosley Broadcasting | 
lar’s worth of merchandising and 
complete saturation campaign on} 
consumer levels, according 
basic premise that the repeated 
sity forgotten in the present-day | 


Research not only encompasses 
the selling approach essential to 
the product, but makes available 
to the advertiser the electronically- 
computed selection of announce- 
ments and their placement in the 
schedule, according to Crosley. 


‘True’ Names Hickerson 

John H. Hickerson, formerly 
with Hunting & Fishing, has been 
named sales representative on 
Fawcett Publications’ True, New 
York. 


Auerbach Gets Neva-Rust 


John B. Salterini Inc., New 
York maker of Neva-Rust wrought 


Last Minute News Flashes 


Bristol-Myers Tests ‘Ball-Point Type’ Deodorant 

New York, Dec. 17—A lotion deodorant and anti-perspirant called 
Ban, that works like a ball-point pen, is being introduced by Bristol- 
Myers Co. The product is now being tested in about ten markets 
in the South, East Central, East and West Central parts of the country. 
Advertising, through Batten, Barton, Durstine & Osborn, hails Ban as 
“a completely new kind of deodorant” and features the fact that “It 


Rolls On.” Bristol-Myers reports that seven out of ten consumers tested 


preferred Ban to a cream or spray deodorant. 


Hotchkiss to Join Compton in February 

New York, Dec. 17—Ralph R. Hotchkiss, Maxon Inc. v.p. on Gillette 
tv advertising, will join Compton Advertising as a v.p. next Feb. 15. 
He will work on a special assignment, reporting to Robert D. Holbrook, 
agency president. With Maxon, he created about 300 commercials, 
including “Look Sharp” and “How Are Ya Fixed for Blades.” 


Fehr Brewing Switches to Dooley; Other Late News 


e Frank Fehr Brewing Co., Louisville, has switched its account from 
McCann-Erickson to Dooley Advertising Agency, Louisville, effective 
Jan. 1. 


e Revised model rate card formats for magazines, newspapers, farm 


_ papers and business papers have been issued by the American Assn. of 
_ Advertising Agencies. The Four A’s standard forms of rate cards have 


_ been used as models since 1918. The new cards are the first revision 
_ brought out since 1928. They provide for new developments in publica- 
_ tion media since then. 


e E. C. Stamler is leaving the Biow Co., New York, where she has 


been director of print media. 


e Gillette Safety Razor Co. is setting up a new southern sales divi- 
sion, with headquarters in Atlanta. Vincent C. Ziegler, v.p. in charge of 
sales, said the new division was made necessary “by the tremendous 


‘population and industrial growth of the South, which now accounts 


for 20% of Gillette’s national sales.’’ The new division will be headed 
by Thomas W. Casey, former executive assistant to Mr. Ziegler. 


e Supplex Corp., Garwood, N. J., has named the New York office of 
Wilson, Haight, Welch & Grover to handle advertising for its Supplex 
garden hose and flexible sprinkler. 


e J. Gerald Brown Advertising, Hempstead, N. Y., has been named 
by Dynamic Gear Co., Amityville, N. Y., to handle advertising for its 
precision stock gears. 


e General Electric Co. will spend 10% more on advertising next year, 
with television getting most of the increase, Roy L. Johnson, exec. v.p. 
in charge of appliances and electronics, said. GE increased its 1954 
budget 10% over the ’53 level, he added. 


_e Fred C. Miller Sr., 48, president of the Miller Brewing Co., his son, 


Fred C. Miller Jr., 22, and two pilots died Friday night as a result of 
a plane crash in Milwaukee. The plane in which they were flying was 
owned by the brewing company. Fred Miller Jr. and the two pilots 
were killed in the crash; Fred Miller Sr. died later in the evening at 
Johnston Hospital. The senior Mr. Miller joined Miller Brewing in 
1936 as v.p. and became president of the company in 1947. 


she once sang at La Scala opera 
in Milan, and holds an advanced 
degree in archeology from the 
University of Chicago. 


Liebmann, Pillsbury 


Stick $150,000 in 
Contest Stockings 


New York, Dec. 16—Two top 
advertisers assumed the role of 
Santa Claus this week, awarding 
more than $150,000 to winners of 
their annual promotions. 

Liebmann Breweries introduced 
Miss Rheingold 1955 (Nancy 
Woodruff) to the press today, 
touching off its 16th annual ad- 
vertising and promotion campaign. 
For winner Nancy (see picture 
on Page 40), this represents $50,- 
000 in modeling fees and prizes. 

Pillsbury Mills gave a $25,000 


Crawford Joins Puerto 
Rico Visitors Bureau 


F. Earl Crawford Jr., executive 
secretary, the Chamber of Com- 
merce, Asheville, N. C., will be- 


Visitors’ Bureau, Jan. 1. He will 
succeed Beverley E. Miller, who is 
joining the New York office of the 
Virgin Isle Hotel, St. Thomas, V. 
I., as sales and advertising direc- 
tor. 

Ted M. Levine, formerly with 
Ruder & Finn Associates, New 


come director of the Puerto Rico/| 


check Tuesday to its annual Bake- 
Off winner, Mrs. Bernard Koteen, 
37-year-old Washington, D. C., 
housewife, for her “Open Sesame” 
pie recipe, plus checks totalling 
$75,000 to 450 other women. The 
recipes wind up in the flour com- 
pany’s “Grand National Cook- 
book.” 


York, has joined the public reila- 
tions staff of the Puerto Rico Econ- 
omic Development Administra- 
tion. 


Horn to Succeed Sears as 
McGraw-Hill Branch Manager 
George G. Sears, St. Louis 


Publishing Co., will retire Dec. 31, 
@ The new Miss Rheingold, who | after 31 years with the company. 
is 21 today, has her problems, she He will be succeeded by Burson F. 
told AA. ‘Horn, currently St. Louis district 
“Glamorous, beautiful girls in manager for Engineering News- 
the modeling profession are often Record and Construction Methods 
very lonesome because men are & Equipment. Mr. Horn, with Mc- 
so awed by them they’re actually Graw-Hill since 1934, also has 
afraid to ask them for dates,” she | been stationed in Chicago and De- 
said. “I hope some day I’ll meet troit. 
the man who isn’t afraid.” | Although official confirmation 
She’s single, and lives in Man-| was lacking, AA also learned that 
hattan. In 1953 she was a finalist Malcolm McKenzie, western man- 
in the Miss Rheingold contest and ager of Textile World, plans to re- 
once she was Miss Anti-Freeze. (tire Feb. 1, after 30 years with 
Mrs. Koteen has no such prob- McGraw-Hill. 


| branch manager for McGraw-Hill 


lem, relatively speaking. She’s the | 


(of a six year old son. This was her 


wife of a statistician and mother Gardner Corp. Appoints 
Gardner Corp., New York maker 


approach to selling via radio, R. iron furniture, has appointed Al- sixth try in the Pillsbury Bake-| of nylon snowsuits, has appointed 


E. Dunville, Crosley Broadcasting 
president, said. 


fred Auerbach Associates, 
York, to handle its advertising. 


New| Off. 


| 


Ovesey, Berlow & Straus, New 
Pillsbury’s dossier on her says| York, to handle its advertising. 


Big Four Get 30% 
of Top 32 Agencies’ 
“54 Radio-TV Billing 


WASHINGTON, Dec. 17—Broad- 
casting-Telecasting magazine re- 
ported today that tv billings of 32 
leading advertising agencies hit 
$503,200,000 in 1954, an increase 
,of $131,000,000 over 1953. Radio 
billings of the 32 were $174,900,- 
| 000, down $16,500,000. 
| In publishing its third annual 
‘survey of radio-tv billings, the 
| publication commented that tv is 
“making big advertising agencies 
bigger.” 
| The top four agencies—Young & 
Rubicam, BBDO, J. Walter Thomp- 
son and McCann-Erickson—ac- 
counted for $206,000,000 of the 
combined $678,100,000 of radio and 
tv billings of the 32. Gains by these 
four accounted for nearly half the 
net increase of radio and tv bill- 
ings. 

Details on the top four: 

Young & Rubicam: Combined 
radio and tv billings of $60,000,000 
were 40% of its total business. In- 
crease in radio and tv over 1953 
was $11,000,000. Billings included 
$45,000,000 for tv and $15,000,000 
for radio. 

BBDO: Combined radio and tv 
billings of $59,000,000 were 35% 
of its total volume. Increase 
was $9,500,000 in 1954. Tv bill- 
ings totaled $46,000,000, radio 
$13,000,000. 

J. Walter Thompson: Combined 
billings were $50,000,000, a third 
of its business. Increase over 1953 
was $15,000,000. Tv billings were 
$38,000,000; radio, $12,000,000. 
| MecCann-Erickson: Combined 
‘total was $46,000,000, 40% of its 
| business. Its $20,500,000 increase 
was the biggest gain of any agen- 
cy. Its tv total was $37,000,000; 
radio, $9,000,000. 

The survey showed 36 agencies 
billing $5,000,000 or more. 


Predicts Ads Will 
Be Projected on the 
Sky in 2000 A.D. 


_ Lonpon, Dec. 14—In the year 
2000 A.D. advertisers will have a 
/new and powerful medium at their 
‘command. Advertising will then be 
projected onto the night sky, with 
space sold according to the posi- 
tion of the stars. 

| This is one of the predictions 
|made in the bicentenary anniver- 
sary issue of the Journal of the 
Royal Society of Arts, published 
here last Saturday. 

Other forecasts: Letters will be 
shot to Australia via rockets; hyp- 
notism will occupy a prime posi- 
tion in education and medicine; 
pedestrians will shop on moving 
sidewalks at second-story level, 
with traffic below and out of 
sight; wood products will be used 
exclusively for food in the U. S. 


Puget Sound Salmon Canners 
Form Association 

A group of Puget Sound canners 
of sockeye salmon agreed to go 
ahead on a program that calls for 
advertising of the premium sock- 
eye salmon, at a meeting in Seattle 
Dec. 6. The group tentatively chose 
the name, Salmon Canners Assn. 
of Puget Sound. A brand name for 
a proposed common label to be 
used in marketing (AA, Dec. 6) 
has not been selected yet, and the 
canners are still seeking an 
agency. 

Meanwhile, a separate Canned 
Salmon Inc. promotion on behalf 
of all canned salmon packed in 
Oregon, Washingtun and Alaska 
has been stalled because several 
participants have dropped out. The 
promotion last year received ex- 
cellent response, according to the 
trade. Backers still hope that 
enough support can be found to 

permit resumption of the publi- 

city campaign by summer. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two lines for 
preceding publication date. 


column inch. Regular card discounts, size and frequency, apply on 


box number. Deadline 
Display classified takes card rate of $14.50 per 


Wednesday noon 5 days 


display. 


(Continued from Page 2) 
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HELP WANTED 


HELP WANTED 


EXPERIENCED TRADE 

PAPER SALESMAN 
Old, established publisher has opening in 
eastern territory for experienced space 
salesman. If you're 30-40...if you want 
opportunity for growth...if you want to 
sell the two leading publications in their 
field. ..if you want your efforts backed 
by adequate promotion and plenty of 
market research. ..and if you want an op- 
portunity to establish yourself with an 
income commensurate with your ability to 
produce. ..we’d like to talk to you. Our 
own sales organization knows about this 


ad. 
Box 7234, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 
WANTED: MIDWEST 
AGRICULTURAL SPACE SALESMAN 
If you are an experienced space salesman 
looking for advancement and would like 
to join a successful agricultural publishing 
company with profit sharing and pension 
benefits, tell us of your qualifications. 
Must travel extensively in Midwest. Age 
30 to 40 preferred. Write outlining experi- 
ence; give age and salary expected. 

Box 7230, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. HA 7-1991 Chicago 


Advertising Representative for Cleveland 


Territory. Want ambitious man with in- | 


dustrial advertising background. Good 


territory—Fine potential. Magazine serves | 


plant and power equipment fields. 
Box 7232, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


PRODUCTION DEPT. ASSISTANT 
Experienced or willing to learn. Trade 
magazines. Typing, proof reading, adver- 
tising records, ordering engravings, help 
with makeup. Salary dependent on ex- 
perience. Permanent; benefits. 

OPPORTUNITY PUBLISHING CO. 
850 N. Dearborn Chicago, Ill. 

BARNARD'S ALERT EMP. SYSTEM 
NATIONWIDE 
BE SURE AT BARNARD'S 


Adv. Art Publ'g Research 
WA 2-2306 202 S. State Chicago 
WANTED 


Sign salesmen with experience. Choice of 
New York City area or Boston and sur- 
rounding territory. State experience and 
references. Excellent opportunity for right 
men to represent large national manu- 
facturer of indoor signs and _ displays. 
All inquiries will get confidential treat- 
ment and prompt attention. 

Box 7186, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


POsITIONS WANTED 


‘and then to convince them that 
| these jobs can best be done with 
our products.” 

In line with this concept, the 
‘company began in 1948 a cam- 
paign dealing with the need for 
'a better road system in the U. S., 
which later was augmented by co- 
|operation from rubber manufac- 
turers, automobile manufacturers, 
/insurance companies and others. 


tising program,”’ Mr. Cox adds, 
“has been vivid, dramatic photog- 
raphy: first, to point up the need 
for highway improvements and 
second, to show how the improve- 
ments can be made. We are justi- 
fiably proud of our photography; 
our staff of trained photographers 
is adding constantly to nearly 
100,000 negatives available for our 
advertising people to draw from.” 

To mark its 50th birthday, Cat- 
erpillar has published a commem- 


New York representative seeks junior 


magazine salesman. Excellent opportunity. | 


Box 7231, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADVERTISING PLACEMENTS 
BOB CRAIG 

EMPLOYERS SERVICE BUREAU 

6 N. Michigan Chicago, Tl. 


ADVERTISING ASSISTANT 


Large Midwest food manufacturer 
wishes young man with applicable 
advertising experience. Excellent op- 
portunity to use ability and for ad- 
vancement. National advertiser of 
retail grocery products with rapidly 
expanding business. Should be ac- 
quainted with all media of advertis- 
ing. Please send complete informa- 
tion on educational and business 
background. All replies confidential. 
Write to Box 191, ADVERTISING 
ia 200 E. Illinois St., Chicago 11, 


COPY CHIEF—med. size 4A 
Agency—hvy. on food and agri- 
cultural products—age to 45— 
Salary—$12-14,000 
ASST. ACCT. EX.—packaged 
foods—exp. age to 45 
Salary—$10-15,000 
ARTIST—4-5 years agency exp.— 
strong on food exp. 
Salary—$8-9,000 
SALES PROM. MGR.—foods 
Salary—$10-12,000 


WALKER EMPLOYMENT SERVICE 
537 N. W. Bank Bldg., Minneapolis 


INC. 


| DOUG SMITH, 


SS 


A complete placement service 
of Ad men, for Ad men... by an Ad mao 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


FI 6-155 


|England, N. J. Terr. Excel. 


WHATEVER YOU OFFER - 
I OFFER MORE 
Wanted -a very particular kind of agen- 


cy association; probably a medium sized | 
shop with a high quota of ambition, in-| 
appreciation. | 
| Within 10 years I have built up a one- 
man, one-account, one-room setup into a/|| 
4A agency with close to a million billing, | 
,entirely on ideas, plans, 


telligence, integrity and 


angles and 
the copy and presentation writing entailed 
in getting the business. With cooperation 
and support I can do more and better. 
If you can’t stand the female brain ram- 
pant, please don’t try. My associates do 
NOT know of this ad so please write... 
Box 7235, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 
Well established Mid-West Rep. with Chi- 


cago office needs one or two additional | 


trade papers. Excellent references. 
Box 7233, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Publisher reps. available for trade, indus. 
dealer or business paper. Cover N.Y., New 
record. 

Box 7221, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 


TEST SAUNDERS DANDY ABC 3 
Avon Herald News - Nunda News 
Livingston County Leader, Geneseo, N. Y. 
TOPS IN GRASS ROOTS VALUE 


MISCELLANEOUS 


YOUR PRODUCT placed on National & 

Los Angeles Giveaway shows at low cost. 

We also arrange Film Star Endorsements. 

Write Roberts & Gail, 5880 Hollywood 

Blvd., Hollywood 28, California. 
CANADA'S BEST MAILING LIST 
250,000 live names on Elliott stencils 

Call your list broker - TO - DAY 
or Tobe’s - Niagara on the Lake, Canada 


WANTED: PRODUCTION MANAGER 


For metal sign oy doing nation-wide 
business. Must experi in silk- 
screen work and lithographing on metal. 
Want responsible, middle-aged man who 
is seeking a permanent position where 
he can grow financially with the business. 
Give full details, age, experience, salary 
expected. Send photo—(snapshot will do) 
Box 189, ADVERTISING AGE, 200 E 
Illinois St., Chicago 11, Ml. 


all | 


: “Our 44th Year” 

GIVE YOURSELF A REAL 
CHRISTMAS PRESENT 
Agency openings for creative cepy- 
writers are available in the $6,000 
to $18,000 class NOW. Treat yourself 
to a true Xmas gift by sending your 

resume to us. 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Opportunity In Southwest For 
ACCOUNT EXECUTIVE... 
with BEER EXPERIENCE 


If you are between the age of 
35-45, and if you have a solid 
background in beer advertising 
and merchandising, plus proved 
administrative ability, one of 
the South’s oldest and largest 
AAAA agencies offers you an 
opportunity of exceptional val- 
ue; an opportunity to head up 
an established branch operation 
at an attractive salary, with a 
splendid potential, in one of the 
South’s most romantic cities. 
Address Box 193, ADVERTIS- 
ING AGE, 200 East [Mlinois 
Street, Chicago 11, Illinois, giv- 
ing full background data, ex- 
perience, and salary range; also 


please include photo. 


ADVERTISING EXECUTIVE 


The Toni Company needs a top 
advertising man with imagina- 
tion between the age of 27 and 
40. This man must have at least 
5 years’ experience with either 
an advertising agency or adver- 
tiser, handling all phases of 
advertising and brand promo- 
tion of products sold in food 
or drug stores. Please do not 
apply if these minimum require- 
ments are not met. . 
Starting salary open and in line 
with experience. Advancement 
opportunities are exceptional. 
Furnish résumé of experience 
and salary required in first let- 
ter. All replies held in strictest 
confidence. 

Write Mr. Norbert Willging, 

The Toni Company 
456 Merchandise Mart 
Chicago 54, Illinois 


1] phases of admin'stration, manage- 
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Greater Profits ' 
“SUBBING THE SOIL” 
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Tractor Catalog 


C.L. BEST TRACTOR CO. 


meet Dlbons Pacseny! 
CPO CAE SRD 


ORAS ONO STATS 


BEST TRACTORS 


OLD sTyLE—Caterpillar’s predeces- 
sor, C. L. Best Tractor Co., used 
the Sugar Beet Journal to promote 
its farm equipment back in 1925. 


RRM 


orative book and made a film. 
Copies of the book, “50 Years on 
Tracks,” are being offered to the 
organization’s dealers throughout 
the world, to be used as gifts for 
customers, local officials and in- 
fluential business men in the deal- 
er’s areas. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 


59 E. MADISON + SUITE 1408 
CEntral 6-5670 


i * 
Executive 


Placement 
Counselors 


CREATIVE ARTIST—DIRECTOR 


Here’s an immediate ‘‘once in a lifetime’’ 
opportunity if you're tired of the city but 
not tired of producing bang-up work for 
be drawer industrial accounts. 25 Year 
old agency has unusual opening for ver- 
satile, expert@nced artist who can create 
roughs, produce clean comps, do some 
finishing and have a general knowledge 
of production, Finest modern offices in 
Wisconsin’s best known 65,000 city. Ideal 
family living next coor to fishing, hunt- 
1 recrea‘ion. Top income to 
iftmited future. Send com- 
frst letter. Chicago 
interviews arran 

Bow 188 ADVERTISI 
200 E. nois St. Cc 


AGE 
hicago 11, Il. 


Dressmaker and Tractor Builder— 
Both Successful at 50-Year Mark 


= “One ingredient of this adver- 


Ad 


| 


Mh 
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COLOR—Today Caterpillar uses. 
color photography to show its ap- 
paratus in action. 


| 

“The Big Track” is the title of | 
the company’s birthday film, | 
which features Walter Cronkite, | 
CBS news announcer. Using both) 
old news clips and specially pro-_| 
duced new color film, the picture 
employs the technique used by 
Cronkite in his weekly “You Are 
There” historicu. snow. 

According to Caterpillar, “Our 
distributors are being urged to 
show it at every opportunity—to 
customer groups, highway and en- 
gineering associations, profession- 
al groups, governmental bodies, 
local clubs and schools.” Tailored | 
to 28 minutes, it has been shown 
on a number of tv stations, and is 
available on a loan basis to any 
person or group requesting it. 


= David Crystal went into the) 
business of manufacturing wom- 
en’s skirts in 1904, in New York. 
He had one small factory with 15 
employes. Today the organization | 
of which he is still the active) 
chairman of the board has manu- 
facturing facilities in four com- 
munities and 2,000 employes. It 
supplies more than 12,000 retail 
stores throughout the country 
with David Crystal and Lady 
Northcool suits, Haymaker blouses 
and skirts, Hayette dresses and 
izod of London sports shirts for 
men. 


s Its modern day program, placed 
through Morey, Humm & John- 
stone, New York, is built around 
semi-annual 8-page insertions in 
Harper’s Bazaar and Vogue. These 
high fashion pages, with retailer 
listings, are run in January and 
September. They are merchan- 
dised by production and distribu- 
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Z Two diiactive 
TENNIS FROCKS 
by Lucien Lelong 
are featured in our 
PALM BEACH 
COLLECTION 


One retailer in each city may 
show them. 
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WHERE TO FIND 
ABLE EXECUTIVES 
Here in New. York's largest, most 
selective pool cf finely-screened, 
high-calibre executive rsonnel, 
you'll find men of tested abilités for 
every business and industry, in all 


ment, finance, research, en 

ction, advértising, sales, mar- 

merchandising, dis bution, 

blic relations .. . and at no cost 

you. Phone or write us about 
our requirements. 

e is no substitute for experi- 

ence. 


The famed 
FORTY PLUS CLUS 
one hae a! iy = ear 
Broadway, New Yor 


neering, 


| PLUS CA CHANGE—David Crystal Inc. 


|minimum through the use of co- 


took this space in Women’s Wear 
in 1926 to attract customers and 
prospects. 


tion of reduced-size reprints in 
booklet form. The booklets, car- 
rying individual shop imprints, 
are sold at 24%2¢ each to more than 
300 stores from coast to coast. 
This garment manufacturer’s 
advertising costs are kept at a 


operative ads both with retailers 
and name fabric houses. The com- 


vertised, both by mills 
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ple, garners a lot of promotion 
for its manufacturer, at limited 
cost, since it is extensively ad- 
whose 
products are used in making the 
garments, and by retailers, tying 
in with a known fashion name. 


ws The company has a staff of 10 
models on a permanent basis and 
runs about 250 fashion shows each 
year in its home offices. Terry 
Mayer, Crystal’s advertising and 
publicity chief, keeps constant 
vigil over announcements of the 
arrivals of visiting buyers; he sees 
to it that invitations to visit the 
almost daily shows are sent to all 
of them. 

Spreads in Charm and Glamour 
augment similar pages in Harper’s 
Bazaar and Vogue to promote 
Crystal’s line of women’s suits. 


acca Pal 
“Tot | XE anghh 
gon 


A hit in Cone Mitls Crystalweave*, 65% Du Pont dacron 
and 35% cotton that needs no travel iron, suds su 
perdly. Whate with red of navy bands, blue of pink 
with savy. Sizes 10 to 20, 29.55 rece oe var. ore 


8 


SINKS NAVY—Today Crystal bundles 
up a batch of pocket-size reprints 
of its magazine advertising to make 
brochures for its retailers. This 
‘Harper’s Bazaar page also features 
Cone Mills Crystalweave and Du- 
Pont Dacron. Also mentioned in 
the brochure: the Mauretania, the 
retail shop, designer Morgan 
Fauth and six other textile houses. 


Local buying offices tie in with 
these pages. 

Crystal also maintains an ex- 
tensive mat service for retailers, 
which is offered to any customer 
as soon as his purchases in any 
one season reach a total of 600 
pieces. Since the early ’30s the 
organization has also operated a 
cooperative arrangement for re- 
tail advertising, granting an al- 
lowance to local shops for each 
dress purchased. 


= Ine house has a_ consistent 
policy of fabric promotions. On a 
number of occasions it has bought 
out the entire production of a 
textile manufacturer, tying in the 
name of the maker and the mate- 
rial with its own advertising. 

Crystal celebrated its half-cen- 
tury anniversary by circulating 
to its retailers a special kit of 
Golden Jubilee Fashion adver- 
tising, containing reprints of mag- 
azine ads, suggestions for local ad- 
vertising, a publicity script for 
local adaptation, ideas for window 
displays and an offer of point of 
purchase display material. 

The municipal corporation 
helped mark the anniversary by 
awarding the company a Certi- 
ficate of Business Merit “for its 
distinguished contribution to the 
economic welfare of New York 
City and for playing so vital a role 
in the commercial development 
of the city.” 


Ad Associates Adds Beers 
Advertising Associates of Phila- 
delphia Inc. has been appointed 
to handle advertising and public 
relations for Allen E. Beers Co., 
Philadelphia and Cheltenham, Pa., 
securities dealer and underwriter. 
The agency also has appointed 
Howard Dahms an account execu- 


pany’s Haymaker line, for exam- 


tive. 
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important toy outlets 
© 98-page booklet on MARKETING 
"and MERCHANDISING OF TOYS — 


© GUIDE TO BUYING TIME — depart- 
ment stores, wholesalers and chains 


List of more than 300 FACTOR 
REPRESENTATIVES | ; ‘ 


© Direct mail bulletin, TIPS TO TOY- QO 
_ BUYERS—featuring toy items man- Cf 
ufactured by advertisers in T&N. 
_ Mailed Free! 


“Assistance in securing new toy TO MAKE YOUR 


ideas pie - 
ages, published annually iG 


“‘d, a ets i a 
A Mad es f ONLY TOYS and NOVELTIES ‘ 
OFFERS ADVERTISERS MORE : 
IN SPECIAL SERVICES — 


CHICAGO 1, 307 N. Michigan Avenue 
Tel. RAndolph 6-0743 


NEW YORK 10, 200 Fifth Avenue 
Tel. ORegon 5-1566 


i 
| LOS ANGELES 17, 1127 Wilshire Bivd. 
Tel. MAdison 6-361) 


Write For Further Information 


ae i Repeat) ace eum pe Ree bel agate oes te nee 


PRAYER AWARD—F red D. Carl, lowa state chairman of advertising and 
promotion of U. S. Savings Bonds, presents the Eisenhower Prayer 
Awards and citation to Gamma Alpha Chi State University of Iowa 
chapter. GAX is a professional advertising fraternity for women. 
Receiving the award is Marjorie Hahn, University of Iowa. Looking 
on (center) is Mrs. Bea Johnson, director of women’s activities, 
KMBC, KFRM and KMBC-TV, Kansas City, Mo., and chairman of 
the board of directors of GAX. 


‘Do-It-Yourself’ The remainder was spent under 


contracts. 


Accounts for Half Money spent for repair or pur- 


chase of household equipment 
(refrigerators, freezers, clothes 
of Household Costs washer, drier and stoves) ac- 
WASHINGTON, Dec. 16—The Cen- counted for roughly a fourth of 
sus Bureau estimated today that the $1.5 billion. Another 5% rep- 
“do it yourself” market accounted resented expenditure for tools. 
for about half the expenditures |The remainder went for materials, 
made during the first five months including paint, lumber, cement, 
of 1954 for household maintenance, | flooring, floor tile, screening and 
repair and expansion. the like. 
Preliminary tabulations released| Census Bureau said most house- 


several weeks ago showed that holders spent relatively small 


“In the quiet of 
expenditures for household repair, sums, but a few spent large e 
maintenance and expansion pur- amounts. One half spent less than the hi ht read 
poses totaled $3 billion during the $61. Expenditures by this group 


period. Breakdowns available in accounted for only a tenth of the 
the final document this week in- | total. On the other hand, the tenth 


| e 63 
dicated $1.5 billion was spent for that spent more than $500 ac-_ Advert in A 
materials and equipment by house- counted for about half the total ky g g e 
holders who did their own work. amount spent. 


writes W. N. Ralston 


: e 3 Production Manager 
Bank Names Weiss & Geller ib ‘b /| 
American National Bank of @ SOF, ing. y Ruthrauff & Ryan, Inc. 


Pt SALAD SEE Chicago has appointed Weiss & 
QUIPMENT DEALER Geller, Chicago, to handle its ad- 
vertising. Weiss & Geller has ap-. 

IN Bd Ph y. pointed Robert J. Fierst, formerly | 


Only Regional Trade Paper for: an account executive with Russel How many days—or weeks—are office copies of Advertising Age late when they 
: ES i ? 
puns eo menses 100s 8 eee M. Seeds Co., Chicago, a creative. hit your desk? And how long may you keep them before you must hurry them 


__ MI Milk St, Boston 9, Mass. + Est. 197 director. | along to the next impatient fellow? 


Detroit, Michigan 


_ Mr. Ralston discovered ten years ago that this slow-motion office routine was 
simply no good. So he ordered AA sent to his home. Here’s his testimony: 


“Years ago, I discovered it was next to impossible to read Advertising Age—thor- 
oughly—at the office. A production department is the scene of far too many inter- 


tuptions—and by the time the routed office copy hit my desk, it was usually 
weeks late, or arriving five copies at a time. 


“Now, in the quiet of the night in my den, I can read Ad Age slowly and 
absorbingly—and keep myself posted on the latest happenings in the business. 


Advertising Age is not a publication to read in a hurry; therefore, the only solution 
is to read it at home.” 


Mail the coupon below for your home subscription. With it you get, FREE, one 
of AA’s most popular handbooks, “Tips For the Production Man” by Kenneth 
Butler, head of Kenneth Butler & Associates and president of Wayside Press. 


FREE HANDBOOK 


. ee oe ee ee ee ee eee eee ee ee ee ee, 
Advertising Age, Dept. D20, 
200 E. Illinois St., Chicago 11, Mlinois 


Please enter my 1 year subscription to Advertising Age at the regular $3 


ord and send me free a copy of “Tips for the Production Man” by Ken 
utler, 


The improved science of letterpress print- 
ing offers better reproduction than ever 
before, provided your engravings meet the 
exacting requirements of modern printing 
equipment and techniques. 

At DOT, you get that quality. We are 
making outstanding line and halftone, 
color and black and white engravings for 
customers from coast to coast. 


Name 
* Firm 
‘ | O Firm 
& 
DIT < Sh © Hone} 
UYMWEMS, VC. City \ a State 
600 W VAN BUREN ST- CHICAGO 7 O $3 enclosed © Bill me later 0 Bill Firm 


TELEPHONE STATE 2:5367 
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‘sEverybody in town turned out to see our SPORTS 
ILLUSTRATED window this week. The whole 
SPORTS ILLUSTRATED promotion is a tremen- 
dous success.” 


Eleanor Lyons, Advertising Director 
Roos BROTHERS, San Francisco 


‘¢Country life, country clothes are a definite fashion 
and I should know because I have dressed the 
leading sportswomen of Delaware for years. I 
love your magazine and believe it will be a great 
service and a force in education and an influence 
upon youth in this country. There is a need for 
your magazine.” 


Mrs. M. W. Speakman, President 
BIRD-SPEAKMAN Co., INc., Wilmington 


*¢As an ardent tennis fan who plays with more con- 
viction than style—as a retailer and as a woman 
interested in fashion—and as one who generally 
likes to be posted on the highlights of the sports 
world, I find your magazine has a trirle appeal 
for me.” 


Edith Grimm, Consultant to Management 
CARSON-PIRIE-SCOTT & Co., Chicago 


**Never before has a new publication seemed so cer- 
tain of winning overnight the hearts of a whole 
nation. The only wonder is that we did so long 
without a SPORTS ILLUSTRATED.” 


WALLACH’S, New York 


‘¢What you are working on is really something. It 
isn’t at all hard to envision the inception of a mag- 
azine that, from my inexperienced viewpoint, has 
more possibilities than any that have been 
launched for a good long time.”’ 7 


J. C. MacNeil 
MACNEIL & Moore, Milwaukee 


‘¢Sports are for women as well as men, and I like the 
way you cover both. Your magazine helps women 
to be better informed not only on sports, but the 
whole life that surrounds them. Sportswear is the 
fastest growing group of departments in every 
store. I know that we here at Halle’s are grateful 
for anything that calls attention to the places and 
occasions on which sportswear is worn. SPORTS 
ILLUSTRATED does both beautifully.” 


Marjorie Reich, Fashion Director 
HALLE BROTHERS, Cleveland 


‘*Since the first issue of SPORTS ILLUSTRATED, 


we have followed your skilfully conducted mer- 
chandising program with considerable interest. 
The pictorial and editorial coverage is excellent 
and your issues to date definitely indicate that a 
weekly sports magazine has a firm place in the 
publishing field.’’ 


William M. Manley, Merchandising Manager 
ATHLETIC SUPPLY COMPANY, Seattle 


**We have enjoyed a very excellent back-to-school 


and sportswear business this season, and there is 
no question in my mind that the tie up with your 
magazine gave our sales an added boost.”’ 


Colan McKinnon, Publicity Dir ector 
LIPMAN WOLFE & Co., Portland, Oregon 


‘¢We had another promotion on at the time and cus- 


tomers paid more attention to the SPORTS IL- 
LUSTRATED material than to ours. I think your 
magazine is great. I keep learning things from it.”’ 


Kenneth K. Osman, Sales Manager 
O. & O. SPORTING Goops, Rochester, Minn. 


‘SSPORTS ILLUSTRATED has such appeal... 


there’s something in it for everyone. And SPORTS 
ILLUSTRATED is of great value to retailers. The 
‘Jockey Silks’ promotion brought us more action 
in our young sportswear department than we’ve 
had in two years. Los Angeles tripled its normal 
sportswear sales for the week. Beverly Hills turned 
in a month’s worth of business the second day of 
the promotion.”’ 


John Brunelle, Sportswear Buyer 
I. MAGNIN, Los Angeles 


TF guess it’s pretty obvious why we tie in with 


SPORTS ILLUSTRATED. We got a lot of response 
on the first Pedwin ad, and have done just as well 
on the currently advertised model. With our win- 
dow display and this shoe with a copy of SPORTS 
ILLUSTRATED, we've sold them all and had to 
re-order. This time I re-ordered in advance so I 
wouldn’t be sold out again! SPORTS ILLUS- 
TRATED is really doing a job for me.” 


Ed Murray, Men’s Shoe Buyer 
STONE SHOE STORE, Cleveland 


W. W. Holman, Advertising Director, SPORTS ILLUSTRATED, 9 Rockefeller Piaza, New York 20,N.Y. 
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say: 


‘¢You have started what we sportsmen have needed 


for a very long time. And every copy is even 
better than the previous issue.” 


Frank W. Vogt, Owner 
VocT Bros. Sporting Goods, Effingham, III. 


**This magazine fills a definite need. Most young ex- 


ecutives like sports, a good many of them being 
former athletes in college. Their need to maintain 
that interest is filled completely by this maga- 
zine. Not only does SPORTS ILLUSTRATED ap- 
peal to the men, but I notice the feminine mem- 
bers of the household also enjoy it.”’ 


John F. Glick, General Manager 
J. W. RoBInson Co., Beverly Hills 


‘¢After waiting to comment on SPORTS ILLUS- 


TRATED until several issues had been published, 
I can say without reservation that it measured up 
to my fondest expectations.” 


Arthur Madison, Vice-President 
JULIUS GARFINCKEL Co., Washington 


‘¢In my humble opinion, SPORTS ILLUSTRATED is 


doing more for the sporting goods industry than 
any publication in print today.” 


Link Piazzo, Partner 
THE SPORTSMAN, Reno 
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